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How can you 


re-use 
Hammermill 
Graphicopy’s 
sturdy 
carton’? 


ON YOUR NEXT SAFARI? Or would you prefer to keep these handsome cartons 
at work in your office? Many Hammermill Graphicopy® customers use 


Hammermill Graphicopy cartons as storage cabinets, delivery boxes, files and 
even extra wastebaskets. 


Another reason why Hammermill Graphicopy cartons are so popular: they 
open easily and close snugly. 


Of course, the big reason for collecting Graphicopy cartons is inside— 
Hammermill Graphicopy Papers. These 842 x 11 and 8% x 14 and larger papers 
are made for printing, duplicating and office use. They’re made right to run 
right on your equipment. Ask your nearby Hammermill supplier to introduce 
you to Graphicopy Papers. Hammermill Paper Company, Erie 6, Pennsylvania. 





COAST-TO-COAST, BORDER-TO-BORDER 
VIA DEPENDABLE UNITED AIR FREIGHT 


A single phone call to United Air Lines gives 
you fast, dependable Air Freight throughout 
the U.S.A. or most anywhere in the world— 
on a single air bill, with one-carrier responsi- 
bility. United’s unique Reserved Air Freight 
enables you to reserve freight space as you 
would a passenger seat . . . on the flight most 
convenient for you. And this service is avail- 


able on a fleet of fast Cargoliners and all 
United Mainliners, including 600-mph jets. 
You have a wide selection of schedules and 
a choice of door-to-door or airport-to-airport 
service. Call your local United Air Lines 
Sales Office or write to United Air Lines, 
Cargo Sales Division, 36 S. Wabash Avenue, 
Chicago 3, Illinois. 
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ARCHKIN ® 


<< Custom-made or ready-made pattern 
designs — whichever you want. They float in 
a sheer translucency that gives a three 
dimensional illusion to advertising inserts, 
high grade presentations. and direct mail 
pleces. Parchkin Motif Art Parchment costs 
a little more than paper—but a lot less than 


complex "step and repeat” plate designs — 
and it’s more interesting! 


Besides design, Parchkin Motif possesses 
the superb feel and surface of parchment for 
printing elegance. It comes in white or 
pastels, in varying weights. 


Let it speak for itself. Send for Paterson's 
free sample and information package. 


“Something Special in Papers” 
PATERSON PARCHMENT PAPER COMPANY. 


Bristol, Pennsytvania 


Sales Offices: New York, Chicago 
West Coast Plant: Sunnyvaie, California 
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Just Cilutin Us 


Research Helps Display Advertising 


The Point-of-Purchase Advertising Institute, under the able direc- 
tion of William W. Mee, executive director, is undertaking an expanded 
program of research into all phases of store and window advertising. 


This isa step forward which will be greatly appreciated by adver- 
tisers, whose use of displays at the point of purchase represents one 
of the vital areas in the merchandising process. Too little has been 
known about the costs of producing, distributing and installing dis- 
plays, versus the results of this effort in terms of retail sales. 


There is no doubt that store display is more needed now than ever 
before, in view of the greater number of brands constantly coming on the 
market, and the relatively innocuous type of salesmanship usually avail- 
able at the retail level. Capitalization of advertising impressions 
in the store where the consumer is making the purchase is essential 
to the successful operation of the marketing program. 


One of the questions which research might attempt to answer is 
whether it is worth while for manufacturers to depend entirely on their 


own salesmen and those of their distributors to accomplish the instal- 
lation of display materials. 


The high cost of sales calls, plus the heavy load carried by 
salesmen in actual contact with buyers, suggests that this may be a 
very expensive way to get display material in place. Professional in- 
stallation services, available in all major centers, should be able 
to supply the answer. 


At all events, the greater emphasis which the Point-of-Purchase 
Advertising Institute will place on research will make its efforts of 
much greater value to advertisers and agencies, particularly in view of 
the general realization that the success of this type of promotion 
may well determine the results of the entire merchandising operation. 
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PL A YOUR 
DIRECT 
MAIL CAMPAIGN 


PROPERLY — SELECT 
THE RIGHT LIST! 


Primary requisite for 
the effective use of 
Direct Mail is the com- 
pleteness and accu- 
racy of the mailing list. 


Industry's buyers are 
never static. New 
names must be con- 
stantly added, delet- 
ed, changed, checked 
and re-checked. 


Uniquely equipped to 
handle that important 
detail is McGraw-Hill's 
huge circulation de- 
partment, which is 
specially staffed with 
a group of 90 experts, 
whose combined abil- 
ities keep our lists as 
complete and accu- 
rate as humanly pos- 


sible. 


Why not specify a Mc- 
Graw-Hill list on your 
next mailing? It's your 
best possible insur- 
ance against failure. 


eC Me ae ame Mr eam CE) 


Wee Bat 

DIRECT MAIL DIVISION 
330 WEST 42nd STREET 
1 00) TS 
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How to Make Factory Promotions Work 
It takes two to make a success, and if both factory and 
dealer followed these hints, that’s what you’d have. 
Puiuie S. NELSON 


Public Relations: Part of Management 
A p.r. counsel gives his ideas of what he and his colleagues 
can contribute to management, if used properly. 
LEE SCHOOLER 


Running a Contest by Direct Mail 
Tying a contest in with popular events has built interest 
at low cost for a trucking company. Pui Serrz 


Let’s Go Spectacular! 
There are few more exciting ways of getting a message 
across than with a modern electric sign. 


How to be Different in Point-of-Purchase 
There are seven sins of sameness, which can lead to dull- 
ness, and seven steps to creativity in p.o.p. Leo J. FIDLer 


How to Get a Lively Layout 
Simple elements, if used with imagination, can take the 
layout of your publications out of the ordinary. 
BERNARD GELMAN 


When Your Ad Goes Overseas 
It’s not easy to translate an ad campaign from English to 
Spanish, as Marlboro learned. Hat UNDERHILL 


Corrugated Goes Beautiful 
The lowly shipping box, once a dull brown, is blossoming 
out in new colors, new shapes, new uses. Ep SACHS 


Publisher /Ad Agency Develops Food Paper 
What happens when an agency starts a house organ for a 
client and it turns into a business paper. MiLpRED WEILER 


Make Your Paper Merchant Part of Your Team . . 
You can make your printing dollar buy more if you use the 
special knowledge of paper merchants. CHARLES V. Morris 


“y 


How to Buy Desktop Filmstrip Projectors 
An Advertisers Buying Guide takes a look at this popular 
sales promotion toul. Rosert B. Konrxow 
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Punctuation Plays its Part in Production of Films . . 
A motion picture will be easier to understand and more 
effective if you know how to use cuts, dissolves and the 
other punctuation marks of the medium. JoHN BATTISON 


VOLUME 8, NUMBER 8 


Planned Packaging can be Economical and Effective 


A change in package design not only proved to head to 


increased sales, but lower packaging costs as well. 


Get Out of That Maze! 


Don’t buy the kind of art everybody else is using, or you 
will find yourself with nothing original. Date NicHoLs 


Are Exhibits Really Worth While? 


An experienced exhibitor, from Yale & Towne, asks some 
searching questions about the trade show as a medium. 
Crype R. Deav 


Get the Family into the Act 


It’s sometimes easier to get press coverage if you make it 


an excursion for the whole family. 


How an Agency Picks Specialties 


Paut THEURER 


Esso dealer specialty advertising is in the hands of its 


agency, which works according to a checklist. 


Cart S. AUERBACH 


How to Use a Contest to Measure an Audience 


A radio station in Philadelphia measured the popularity 


of a disc jockey by sending him up in a balloon. 
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BLISTER PACKAGING 
of Le Lal 


RSet S00 1a eee te ey a 3 
.. LOWER YOUR COSTS! 


Jackmeyer has the technical ‘know- 
how’, skills and facilities to create and 
produce all types of Blister Packs — 
* Heat Seal ¢ Stik-On © Foldover 
* Skin *Slide— each designed to fit 

our product’s special requirements. 

ABORATORY TESTED to provide 
maximum product protection — 
DESIGNED for ‘sell-on-sight’ action. 


New ‘STIK-ON’ 
Pressure Sensitive Blister Pac 
Seals Tight with Slight Pressure 


Latest result of Jackmeyer’s continu- 
ous research brings more ‘see and sell’ 
power to more products at lower cost. 
A sensation at the recent Packagin 
Show, the new STIK-ON BLISTE 
PAC requires no heat sealing equip- 
ment, no expensive tooling; so fast, 
easy and economical to assemble, you 
can ‘do-it-yourself’ right in your own 
plant. 


Your One Complete Source 


Unique in the field, Jackmeyer offers a 
complete Blister Packaging service 
from creative design, forming of blis- 
ter, printing of card, coating — every 
step quality controlled under one roof 
— a single source service that assures 
uniform quality, maximum efficiency 
and minimum cost. You can always de- 
— on Jackmeyer for the newest and 

nest in Blister Packs that catch the 
eye and persuade the consumer to buy. 


Consult us—no obligation. 
Phone or write Dept. AR8. 


THE BRANCHES IN PRINCIPAL CITIES 


CORP 


253 West 26th St., New York 1, N.Y. 
WAtkins 4-0265 


“FREE” Blister Packaging Guide 


Send coupen for this new, 
im int free brochure 
“Make Your Sales Bubble 
Over’. A complete and 
informative presentation 
of every phase of Blister 
pe ing... finest idea- 
stimu beck brochure on 
the subject. 
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EGIZIO is the only Clarendon 
series offering medium, medium 
italic, bold, bold italic and con- 
densed letters. Designed for the 
Nebiolo foundry by Novarese and 
Butti, it was introduced at the 
Milan Fair in 1953. Specimen 
sheets are available from: 
AMSTERDAM CONTINENTAL TYPES 
and Graphic Equipment, Inc. 
276 Park Ave. So., New York 10 SP 7-4980 
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The Editors 


Internal vs. External. . . 


Editors face problems 


of getting along with 
each other profitably 


One of the advantages of getting 
to a convention is the opportunity 
one has to meet people, more or less 
informally, without the constant in- 
terruptions and pressures of the 
daily desk routine. 

This observation arises out of our 
recent visit to the St. Louis meet- 
ing of the International Council of 
Industrial Editors, the third such 
meeting we've attended. While we 
do not edit a company magazine, we 
do edit, and the problems of editors 
seem to be the same the whole 
world over. 

But there are two kinds of com- 
pany publications—those that go to 
employes and those that go to pros- 
pects and customers. Called in- 
ternals and externals respectively, 
they seem to be two different beasts, 
although in reality they are two dif- 
ferent branches of the same tree. 

The internal is usually under the 
personnel department; its function 
is to increase employe loyalty, to 
serve as the voice of the company 
towards its staff, to build internal 
morale. The external is aimed at the 
user, the customer, those outside 
the company. It is usually under the 
direction of the sales promotion 
manager, and its editors are promo- 
tion-minded rather than people- 
minded, if you will permit us this 
distinction. 

To some extent, the editors of 
these two categories are different 
people, with different objectives, 
and perhaps different personalities. 
Theoretically, one would say that 
one would be introspective, the 
other extrospective. But this is an 
oversimplification. Talking to the 
editors, it would be difficult to as- 
sign a particular individual to either 
category. For after all, the skills of 
editing are common to both, and 
these are far more important than 
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Typefaces in this issue 
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the differences. A good writer, a 
good editor, can apply himself to al- 
most any subject, and quickly be- 
come sufficiently familiar with it to 
write about it or to handle it. 

Yet there seems to be, within the 
ICIE, a split between the two kinds 
of company publications. The bulk 
of the membership, the preponder- 
ance of the officers, the majority of 
the program, are all internal-di- 
rected. Although there are reasons 
for this, they are a little difficult to 
accept. Externals are usually issued 
on a higher budget; they have more 
pictures; they use more color. This 
isn’t always true, for externals can 
be as simple and inexpensive as a 
postcard. But the best of them, like 
Ford Times, or Standard’s Lamp, 
or Abbott’s What’s New, to name 
just three, are as fine examples of 
magazine-making as you would 
want to see. 

Another factor, of course, is the 
higher salaries that are achieved by 
the editors of externals. This may 
not be fair, but this seems to be the 
way of the world. The external is 
part of sales promotion, and the end 
of the business that makes the sales, 
that is the immediate cause of bring- 
ing in the revenue, seems to carry 
the greatest weight when salaries 
are being considered. This isn’t lim- 
ited to company publications, but it 
is also the theme song of reporters 
on newspapers and of editors on 
business magazines. We all complain 
of the greater attention paid to the 
advertising and business side. 

Speaking as an outsider, this 
schism seems both unfortunate and 
unnecessary. Editors of company 
publications, both internal and ex- 
ternal, have a great deal in com- 
mon. They belong in a single organ- 
ization, for there should be an 
opportunity for constant interchange 


Tues re rere eerveryenecnenenen nero 


. « « 25—Tempo Heavy Condensed; 28—Tempo Bold; 31— 


Radiant Medium; 36—Franklin Gothic & Clipbook; 41—Mandate; 47—Venus Ex- 
tended Medium & Clipbook; 49—Craw Clarendon; 52—Alternate Gothic Condensed 
& Photolines; 66—Garamond Bold Italic; 68—-Tempo Heavy Condensed; 79—-Tempo 
Heavy; 85—Karnak Black; 91—Tempo Heavy; 93—Clipbook; 97—Balzac Brush; 
100—Bodoni Campanile; 102—Bodoni Black Italic; 108—Hellenic Wide. 





A complete TV studio—plus theater screening equip- 
ment—goes on a multi-city tour. 


Mayflower simplifies even 


the most complicated moves 


Lr 


TT Te at ; 


America’s Most Recommended Mover 


@ Color television cameras, transmission and receiver consoles, monitors, lighting 
and projection equipment—a half-million dollars worth of delicate units for Smith, 
Kline & French’s elaborate closed circuit TV telecast demonstrations—has been 
“touring by Mayflower” for the past several years. 

Moved from city to city in one of Mayflower’s new special tandem-axle “soft 
ride” Mayflower vans, every show was televised on schedule. Every piece of equip- 
ment was delivered undamaged for each different city’s performance. 

It will pay you to call your Mayflower agent for your next moves of high value 
equipment or exhibits. Write now for “17 Reasons Why” an illustrated booklet 
particularly helpful for exhibit managers. 


AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS, INDIANA 
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expert 
but... 


“| found one way of saving my company a 


fabulous amount of money! 


| started ordering our shipping labels 
from Ever Ready, where you get a ‘quality’ 
job at a low, low price—because Ever Ready 
is one of the largest and most experienced 
label producers in the country.” 

Ever Ready’s tremendous volume, twice 
that of most other label printers, means 
lower costs for us—lower prices for you. 

Ever Ready’s shipping labels are easy to 
order by mail. If you use 6000 or more 
shipping or mailing labels per year you'll 
find amazing savings with Ever Ready. Just 


mail this coupon for our helpful brochure. 


EVER READY LABEL 
CORPORATION 

Belleville 9, N. J. 

( Please send me the Spot Carbon Label folder. 


CD Please send me brochure on mailing and ship- 
ping labels. 


357 Cortlandt Street . . . 


Company . 
Street Address 


City, Zome, State. ..ccecacescscseseveces eee 
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of both ideas and personnel. This 
would tend to raise both the prestige 
the opportunities and the salaries of 
editors, and who can be against this? 
The alternative may very well be the 
formation of a separate organiza- 
tion, and this would be indeed un- 
fortunate. 

The problem faced by. ICIE is not 
an uncommon one among associa- 
tions. Many other organizations are 
made up of factions, who have some 
interests in common, some individ-- 
ually held. A structure can be de- 
veloped to give recognition to each 
specialty, without conflicting with 
the larger, commonly-held inter- 
ests. 


In the Day’s Work . . Not every- 
thing we on AR do turns out to be 
a feature article, but it often is in- 
teresting, educational, or informa- 
tive. Not so long ago, Associate Edi- 
tor Ed Sachs went on an all day 
trip to the opening of Old Ben No. 
21, a coal mine in southern Illinois. 
The following morning, this report 
showed up in the “In” basket: 

“Went on press train of coal mine 
opening feeling that boy being sent 
on man’s job. Coal mine-wise, your 
correspondent not hip at _ all. 
Couldn’t know less, Was soon quite 
impressed with way trip was han- 
died. Chicago p.r. outfit, Harshe- 
Rotman, and Bill Campbell, asst. 
to Old Ben pres., had everyone 
briefed and informed halfway down 
to mine. Not much distraction. After 
all, where can you go on train? 
No, not the bar car. Actually, you 
could go to bar car but no laughing 
water. Can’t drink before you get 
to mine . . . this is the law! 

“Arrived at mine and was given 
white linen duster and white gloves. 
Looked like I stepped from my 
Stutz. Put on helmet and listened 
to safety lecture. Safety lecture re- 
peated by another speaker. Safety 
lecture continued by third speaker. 
It dawned on me that we were going 
deep down in earth. Thought of re- 
signing. Went down in mine, kept 
eyes closed all way down. 

“Can’t give you actual footage be- 
cause of mental block. Kept pre- 


Greetings de Luxe 
On Boston’s 
Boylston St. these 
greeted a client. 


tending it was all dream. Ivan Giv- 
ens, editorial anchor man, Coal Age, 
noticed fear. Took me in tow. At 
last, we came up from hole and then 
had to climb to top of huge build- 
ing to see coal handled by machines. 
Other phobia of your correspondent: 
hate to look down from way up. 
Ignored guide’s suggestion to dig 
mine site way down below, from 
way up. 

“Got. back on train. Bar car open. 
You can drink after you’ve been in 
a mine. Talked to railroad presidents 
and bankers on trip. Listened for 
market tips. None. Went down and 
sat with press. All happy. Got good 
stories. 

“Important point made . . . all 
press felt that if they had to justify 
to editors their being away all day, 
story better be darn good. All said, 
only way to understand mine, see 
it. Trip justified. 

“Moral: be sure trip is worth it 
before you invite press on long trip. 
If you have a good story, you'll get 
good play. If you don’t, you look 
silly and press very unfriendly. 

“PS. Never found out who Old 
Ben. Franklin? Alarm clock? Man 
on rice package?” 


It Happened in Boston .. Pe- 
destrians on Boylston Street were 
intrigued by a series of signs posted 
in the windows of a downtown of- 
fice building. Reading “Happy An- 
niversary—New England Life—From 
BBDO,” the explanation is that New 
England Life, right across the street 
from BBDO, was celebrating its 
125th anniversary. And, needless to 
say, BBDO is its agency. 


Good or Bad? . . We saw a piece 
of direct mail the other day, and we 
can’t quite make up our mind about 
it. It arrived at the suburban home 
of a staff member, first class, hand- 
written address, no return address, 
in a #10 envelope. 

When you opened it, the first 
thing you saw, in big black type, all 
caps, was the word “SUMMONS.” 
As you looked at it more carefully, 
you saw that it was not a legal 
document, but a promotion piece 





for a local automobile dealer, with 
the copy cast entirely in pseudo- 
legal language. The inside copy, for 
example, reads in part: “You are 
hereby summoned to appear at 
(name and address of dealer) to 
show cause why you should not en- 
ter an agreement with the above 
named firm to own a new Chevrolet. 

“This car has been tried—and 
found guilty of the following: Steal- 
ing acclaim from higher priced cars; 
Breaking stock car records from 
coast to coast; .. .” 

It undoubtedly got readership, and 
perhaps comment, but the first reac- 
tion is one of dismay. Nobody likes 
to get a summons. We wonder if 
some of this feeling doesn’t carry 
over to the dealer? 


Encouraging Creativity .. An in- 
teresting approach to getting more 
attention paid to this crucial factor 
has been taken by the Biddle Co., 
agency with its home office in 
Bloomington, III. 

It is a contest limited to staff 
members, based on current output. 
The monthly entries are screened 
by an agency committee, while each 
quarter a group of outside judges 
selects a winner. The winner is per- 
mitted to ring the Biddle triangle, 
which hangs in the front office, 
once, but he gets more tangible rec- 
ognition as well. A first prize of $750 
is divided among those responsible 
for the entry, including the three 
arms of creativity: Ars, Scriptum, 
Productio, to use the Latin with 
which Biddle-ites are apparently fa- 
miliar. 

At the end of the year, the top 
winner is selected from the four 
quarterly winners, and the prize, 
in addition to four tinkles on the 
triangle, is an additional $1,000. 


Long Distance Talk . . Paul Zuck- 
er, executive vice-president of 
Ruder & Finn, was booked for a 
luncheon speech in Raleigh, N. C. 
But it was on one of the days the 
airline pilots flying the run from 
New York to Raleigh were out on 
strike. Did this stop veteran speech 
maker Zucker? 

Using a special direct line set up 
by the telephone company from 
New York to Raleigh, Mr. Zucker 
sat behind his desk and addressed 
the joint session of the Raleigh Pub- 
lic Relations Society and the Caro- 
linas chapter of the PRSA. 

The meeting was a success, but 
the Carolinians still want to see Mr. 
Zucker in person, and have invited 
him to try again in the fall. 


Drive-in Typography .. A new 
convenience for buyers of type has 
been introduced by Western Type- 





For Next Year’s Hot- 


with PATENTED 


WAPO-COOL 


AIR-CONDITIONED 
HEADWEAR 


A proven Sales Stimulator — the head- 
wear that turns 90° heat to a cool 75° 
will now be manufactured to YOUR 
SPECIFICATIONS. We'll work with you 
in designing VAPO-COOL caps or hats 
in a style and price range exclusively 
suited to your needs, incorporating 
YOUR company brand, emblem, colors. 


THEY WORK LIKE ICE CUBES 
IN A TALL DRINK 


Water poured on outside 
of cap around sweatband 
is absorbed by special cel- 
lulose fibers. Natural evap- 
orative action drops tem- 
perature 15% to 20% 
within a couple of min- 
utes. Soft aluminum band 
transfers cooling action 
and keeps head dry. 


Send coupon for full information, or 
Order Samples on your letterhead NOW. 
State model and head sizes. Test the ef- 
fectiveness of this cooling headwear for 
yourself. You can’t lose, VAPO-COOL is 
UNCONDITIONALLY 
GUARANTEED 


PATTERN YOUR OWN PREMIUMS 


U.S. Pats: 2544381 - 2875447, Other Pats. Pending | 


Standard Models made of handsome 
waterproof saran mesh and silicone 
fabrics. Comfortable, lightweight, 
soil-resistant. 


LEGIONNAIRE 
STYLE 
Retail Value 
$2.95 


TROPICAL 
HELMET 
Retail Value 
$2.95 


CASUAL 
SPORT HAT 
Retail Value 

$3.95 


SPORTS 
VISOR 
Retail Value 
$1.95 


SEND COUPON TODAY 


Department AR 760 


Gentlemen: Please send full information on 


CAP HEARWEAR CORP 


HENSCHEL 
MANUFACTURING CO 


Manufactur 


Name 


VAPO-COOL HEADWEAR. 
Company _.. 

Address - 

City 


18 more than 
gust a word 
at Lake Shore 


... it’s people in action, giving you the 
finest service available anywhere 


on these services you need: 


3M PRE-MADEREADY ELECTROTYPES 
REILLYTYPES - REILLY PLASTICTYPES 
R.0.P. COLOR NEWSPAPER MATS 
ENGRAVING SERVICE DEPARTMENT 





setting, Kansas City, Mo. Just drive 
up and deposit your copy. The only 
trouble, we suppose, is that there is 
no way to explain to somebody be- 
hind the receiving window that this 
must be set immediately. 

The reverse lettering in which the 
company name is painted is stand- 
ard, by the way, for all company 
printing — letterheads, envelopes, 
business cards — except their in- 
voices. When it comes to paying 
bills, Western wants no confusion. 44 


DMAA Leaders 


Sponsored by the Direct Mail Advertis- 
ing Assn., 3 E. 57th St., New York 22. 
Open to every producer of direct mail 
advertising. Entrants are allowed to sub- 
mit as many campaigns as they like in 
three categories; industry, retail, and 
service. Each entry must include five 
copies of mailings made after August 5, 
1959. 

Cleses August 1, 1960 


Miles Kimball Award 


Sponsored by the Mail Advertising Assn. 
Intl., Elias Roos, Chairman, 135 West 
Wells St., Milwaukee 3, Wis. Awards 
are given to originators of new methods 
or machinery, users of direct mail who 
have significantly influenced the indus- 
try, authors, teachers, and creators and 
producers of outstanding direct mail 
material. Nominations should include the 
name and title of the sponsor, as well 
as a detailed report on the outstanding 
accomplishments of the nominee. 
Cleses Aug. 15, 1960 


WA Editorial Awards 
Sponsored by Industrial Marketing, 200 
E. Illinois St., Chicago, 11. To give pub- 
lic recognition to outstanding editorial 
achievement by the business press. Open 
to all English-language business papers 
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published in the U.S. or Canada. Mate- 
rial published during the period from 
Jan. 1, 1959, through June 30, 1960, is 
eligible for entry. 

Closes Sept. 10, 1960 


P.L.A. Awards 


Sponsored by the Printing Industry of 
America Inc.; Miller Printing Machin- 
ery Co. Open to all letterpress, litho- 
graphic, gravure, silkscreen or allied 
process printers in the United States and 
Canada. Entering companies will be 
separated into three categories based on 
the number of employes. In each cate- 
gory entries of both campaigns and in- 
dividual specimens will be judged on 
the basis of the best self-advertising used 
between August 15, 1959 and September 
30, 1960. Judging points will be given 
on idea, copy, design, and quality of 
reproduction plus continuity and results 
in campaigns. Awards consist of three 
$1,000 cash prizes; nine Benjamin 
Franklin Statuettes; “Best Fifty” cer- 
tificates. For entry forms, etc., write 
Printing Industry of America Inc., 5728 
Connecticut Av., Washington 15; Miller 
Printing Machinery Co., 1117 Reedsdale 
St., Pittsburgh 33; or Sears Limited, 
253 Spadina Rd., Toronto 4, Canada. 
Closes Sept. 30, 1960 


Mead Paper Awards 

Sponsored by The Mead Corp., 118 W. 
First St., Dayton 2, Ohio. Open to Mead 
merchants for fine printing examples. 
“Awards of Excellence” are handed out 
monthly to participants throughout the 
United States. Each monthly winner 
then qualifies for the Grand National 
Award. Top prize money is $300, $200 
and $100 for the merchant salesmen. 
Certificates are also awarded. 

Closes month'y 


Cer Card Awards 
Sponsored by Natl., Assn. of Transporta- 
tion Advertising Inc., 10 E. 43rd St., 
New York 17. Monthly competition 
open to advertisers, agencies and graph- 
ic arts leaders for best car card of the 
month. Winning entry will be picked 
from a different city each month from 


among car cards submitted by NATA 
members, agencies and advertisers 
throughout the country. Best of monthly 
winners will receive award for the out- 
standing car card of the year. 

Closes monthly 


Printing 


Sponsored by Peninsular Paper Co., 
Ypsilanti, Mich. Entries may be sub- 
mitted by paper merchant or sent to 
Peninsular Contest, P. O. Box 2256 
Detroit. Open to advertisers, agencies 
and printers for any job printed on 
Peninsular cover or text stock. Each 
month three winners will receive awards. 

Closes last day of each month 


im 


Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 


AUGUST 


2-5 . . . Advertising Age Creative Work- 
shop, Palmer House, Chicago 


6-9 . . . National Audio Visual Assn., 
Morrison, Chicago 


7-10 . . . International Assn. of Printing 
House Craftsmen, Biltmore, Atlanta 


21-26 .. . Gift Show, Trade Show Bldg., 
New York 


25-28 . . . Advertising Specialty National 
Assn., Palmer House, Chicago 


11-14 . . . Produce Packaging Exposition 
... Americana, Miami Beach 


12-15 .. . Premium Show, Astor-Manhat- 
tan, New York 


17-20 . .. Mail Advertising Service Asso- 


ciation International, Sheraton Cadillac, 
Detroit 


18-21 . Fall Meeting, Natl. Paper 
Trade Assn., Conrad Hilton, Chicago 


OCTOBER 


4-6 .. . Business & Corporate Gift Show, 
Trade Show Building, New York 


5-8 . . . National Assn. of Photo-Lithog- 
raphers, Conrad Hilton, Chicago 


9-13 . . . Direct Mail Advertising Assn., 
Americana, Miami Beach 


10-12 . . . American Photo Engravers 
Assn., Statler-Hilton, Buffalo, N. Y. 


10-13 .. . Industrial Film & Audio-Visual 
Exhibition, Trade Show Building, New 
York 


10-13 . . . Corrugated Containers Confer- 
ence, Royal York, Toronto 


14-23 French Packing Institute’s 
First International Packaging Machinery 
Show, Paris 


16-22 . . . Society of Motion Picture & 
TV Engineers, Sheraton-Park, Washington 


19-22 International Typographic 





SNOWLAND BOND 


Serving the world in so many ways...so well 


The performance-plus utility and many varied uses of SNOWLAND BOND 
give you a head start on any job. Whether it be a light weight letterhead, 
a colorful brochure, a dynamic direct mail piece or even an eye-catching menu, 
SNOWLAND BOND adds impact to your message, economy to your budget. 
Wherever your business operations, whatever your paper use... 
SNOWLAND BOND may very well be the answer to your paper problems. 
See for yourself the superior qualities of this economically 
priced unwatermarked bond ...write Fraser today — 
420 Lexington Avenue, New York 17, N. Y.— 


for your free SNOWLAND sample book. 
Mills: 


Mateweche, Melee FRASER PAPER 
LIMITED 





CUSTOM-MADE 


Outdoor 


VERTICAL 
BANNERS 


IN ANY QUANTITY 
OF 10 OR MORE 


Any size or style 
in cloth or 
outdoor board... 
in any quantity 


Re-usable hardware 
with each banner. . 
to fit any size pole 


ea. \6)g 
UOT ia: 
LTR BS by 


ASK 
TODAY 


Send us your art 
or sketch with 
specifications for 
a prompt quotation 


STOCK BANNERS TOO! 


Our catalog shows 
a variety of stock 
banners to promote 
grand openings, an- 
niversaries, and other 
sales events. 


SEND FOR FREE CATALOG 
OF OUTDOOR DISPLAYS 
e 
Banners + Pennants + Cutout Letters 
Spinners + Posters + Flags 


THE PRATT POSTER CO. 
Printcraft Bidg. © Indianapolis 4, Ind. 





Composition Assn., Statler-Hilton, Dallas 


24-27 . . . Printing Industry of America, 
Sheraton-Park, Washington 


24-27 . . . Intl. Assn. Electrotypers & 
Stereotypers Inc., Continental Hilton, Mex- 
ico City 


27-30 . . . American Society of Industrial 
Designers’ Conference, Edgewater Beach, 
Chicago 


31-Nov. 4 .. . Packaging Management 
Course, American Management  Assn., 
Astor, New York 


NOVEMBER 


1-3 . . . Canadian National Packaging Ex- 
position, Automotive Bldg., Toronto, Ont. 


1-3 . . . Point-of-Purchase Advertising In- 
stitute, 14th annual symposium and ex- 
hibit, Coliseum, New York 


3-5 ... Public Relations Society of Ameri- 
ca, Conrad Hilton, Chicago 


11-13 . . . Screen Process Printing Assn., 
Sherman, Chicago 


21-25 . . . Industrial Photographic & TV 
Exhibition, Royal Albert Hall, London 


28-30 ... Intl. Planning Exposition, Con- 
vention Center, Las Vegas, Nev. 


DECEMBER 


3-6 . . . 1960 Visual Communications 
Congress, Sherman, Chicago 


4-5 . . . National Assn. of Display Indus- 
tries, Trade Show Bldg., New Yorx 


NOVEMBER, 1960 


Nov. 1-Dec. 31 
Holiday Butter Cookie Time . . . spon- 
sored by American Dairy Assn., 20 N. 
Wacker Dr., Chicago 6 


Nov. 1-30 

March for Muscular Dystrophy .. . 
sponsored by Robert Ross, Dept. Pub- 
lic Information, Muscular Dystrophy 
Assn. of America Inc., 1790 Broadway, 
New York 19 

Raisin Bread Sales Month . . . sponsored 
by Natl. Bread Sales Months, 111 N. 
Marion St., Oak Park, IIl. 


Nov. 5-11 

American Education Week . . . spon- 
sored by The American Legion, 700 N. 
Pennsylvania St., Indianapolis 6; Natl. 
Congress of Parents and Teachers, 700 
N. Rush St., Chicago 11; Natl. Educa- 
tion Assn., 1201 16th St., NW, Wash- 
ington 6; Office of Education, Dept. 
of Health, Education and Welfare, 
Washington 25 


Nov. 6-12 
Cat International Week . . . sponsored 
by The American Feline Society Inc., 
41 Union Square West, New York 3 


Veterans Day . . . (formerly Armistice 
Day) 

Nov. 12 
Sadie Hawkins Day . . 


. (First Saturday 
after November 11) 


Nov. 12-20 
Youth Appreciation Week . . . spon- 
sored by Optimist Intl., 1721 Railway 
Exchange, St. Louis 


Nov. 13-19 

Children’s Book Week . . . sponsored 
by Children’s Book Council, 50 W. 53rd 
St., New York 19 

Diabetes Week . . . sponsored by Amer- 
ican Diabetes Assn., 1 E. 45th St., New 
York 17 

Salute the Housewife Week . . . spon- 
sored by American Inst. of Laundering, 


Joliet, Ill. 


Nov. 14-Dec. 31 
Christmas Seal Campaign . . . sponsored 
by Natl. Tuberculosis Assn., 1790 Broad- 
way, New York 19 


Nov. 15-21 
National Television Week . . . sponsored 
by Natl. Assn. of Broadcasters, 1771 N 
St., NW, Washington 6 


Nov. 15-Dec. 31 
Holidays are Pickle Days . . . spon- 
sored by the Pickle Packers Assn., 202 
S. Marion St., Oak Park, Ill. 


Nov. 18-24 
National Farm-City Week . . . sponsored 
by Natl. Farm-City Committee, c/o 
Kiwanis Intl., 101 E. Erie St., Chicago 
ll 


Nov. 19 — 
Equal Opportunity Day . . . sponsored 


by Natl. Urban League, 14 E. 48th St., 
New York 17 


Nov. 20-26 

Know Your America Week . . . spon- 
sored by All-American Conference To 
Combat Communism, 917 15th St., NW, 
Washington 5 

National Cage Bird Week . . . spon- 
sored by Natl. Cage Bird Week Inc., 
P.O. Box 943, Fond du Lac, Wis. 
National Latin America Week .. . 
sponsored by Richard R. Falk Associ- 
ates, 220 W. 42nd St., New York 


Nov. 21-27 
National Indigestion Week . . . spon- 
sored by Church & Dwight Baking Soda, 
70 Pine St., New York 


Nov. 24 
Thanksgiving .. . 
mation ) 


(Presidential Procla- 
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i SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Discarded Phono Unit 
Makes Moving Display 


An old phono unit made a novel 
moving merchandise display for a 
west coast merchant. The unit, tak- 
en from a discarded record player, 
had only a single speed but this 
speed was greatly reduced by 
changing the size of the motor drive 
pinion. On most changers this is 
easy to do. However the speed need 
not be altered if the merchandise is 
securely fastened to the turntable. 
This can be done by using pressure 
tape or by using a supplementary 
table made from a pegboard. Hooks 
can be fastened to this, of course. 

For announcing prices of the 
merchandise a pedestal made from 
an inverted soft foods container was 
used. This was placed over the 
turntable pin and taped into this 
position. Any size container may be 
used and tiny items of merchandise 
may be fastened directly to it for 
the display. 

There is rarely any wear-out to 
the motor of any phono unit but 
when the pickup and changing 
mechanism fails, as most frequently 
happens, the entire unit is discarded 
and can be obtained for little or 
nothing. In addition to providing a 
novel display, a discarded phono 
unit will make an efficient driver 
for toys and for similar use by hob- 
byists. 

Gen F. STILLWELL 

Manhattan Beach, Cal. 


Padding Forms Without 
Paying Bindery Costs 


At our advertising agency, we 
sometimes have occasion to “pad” 
a couple of hundred forms for in- 
ter-office use. The forms are simple 
ones and can be run off inexpen- 
sively on the office mimeograph 
machine. Then the bill for “pad- 


ding” done by a trade bindery is 
presented, usually for five to ten 
dollars. 

Here is a way to circumvent this 
padding cost. Take the lot of forms 
to be padded—possibly 50 in a 
group—and jog them so that the top 
edges are lined up. Apply a thin 
coat of rubber cement to this top 
edge and let dry. The final step is 
to apply a strip of 4%” wide cello- 
phane tape over the dried rubber 
cement and trim off any projecting 
edges. If you want to include a 
chipboard backing sheet, the tape 
can be wrapped over the edge of 
the board to hold it in place. The 
system works fine where just two 
or three pads are involved and it 
only takes a couple of minutes of 
careful work. Saving: at least a 
five-dollar bill. 

HERMAN H. Maurer 

Production Manager, Harris D. 

McKinney Inc., Philadelphia. 


Short Cut Produces 
Emergency ‘Benday’ 


In multilithing a reprint of a 
page from our monthly magazine as 
a guide to publicists in their prep- 
aration of nuclear news items, we 
wanted to carry our own “sales” 
message as an overprint—yet did 
not have time to have cold type 
superimposed on a _ benday free 
form. 

To solve the problem, we took a 
sheet of 16-pound light gray paper 
stock from our shelves, typed our 
message with an IBM machine, then 
cut out a free form and pasted it 
in an appropriate spot on the printed 
page. Ready for the offset camera, 
the free form reproduced at about 
a 50% tone value. 

DanteEt J. SCHERER 

Manager of Public Information, 

Atomic Industrial Forum Inc., 

New York 








It pays 
to know 
your Tension 
envelope 
specialist 


Why? Because envelopes, like 
most other things these days, call 
for the knowledge and skills of a 
specialist. The busy buyer can't 
expect to keep abreast of all the 
newer money-making and time-sav- 
ing envelope developments. 

That’s why a Tension representative 
is such a good man to know. He 
brings you the experience, accumu- 
lated know-how and actual samples 
of solutions to literally thousands 
of envelope problems. 
What's the cost of his expert ad- 
vice? Nothing. On the other hand, 
it pays you. Why not use it the next 
time you place an envelope order? 
_, The coupon below will bring you 
> free samples that will show how | — 
". Tension Envelopes are all ways bet- bo 
| ter. Mail it now. 


Tension ENVELOPE Corp. 


a 815 East 19th Street ie 


Kansas City 8, Missouri 


a 
ie 


Kafisas City Ft. Worth « Des Moines 
Mifineapolis « St. Louis « So. Hackergack 


| 363 


Please send me Envelope Idea Kit Wo. 1 
. j 
; 4 £ ¥ 
Name__ 


S 


, 


East 19th St. 


4 Se Envelope Corp. 
\ Kansas City 8, Mo. 


Company. 
Pb a i iseeinincan etre 


City. State. 
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IDEA NO. 173 
G-E Gilds the Lily 


To toast its new “‘Golden Value” 
electric ranges at a sales preview, 
General Electric Company, 
Louisville, wanted gold cups for the 
“Coke”’ breaks. Range Dept. Adv. 
Mgr. Gordon Smith solved it in- 
geniously with the help of Bob 
Dolack, production man at G-E’s 
agency, Zimmer-McClaskey, 
Inc. They had Fine Arts Repro- 
duction Co., Louisville, print and 
die-cut special gold foil wrappers, 
which were then applied to the 
thousands of Lily-Tulip paper cups 
with strips of ever-stickin’ Kleen- 
Stik Dubl-Stik. ‘“‘Flashy’’ produc- 
tion handled by Morrie Kincheloe. 


GET IT UP...KEEP IT UP...WITH KLEEN-STIK 


ye ae 
| PY e)si eh A: 


PO SS Nal ge aaa ee BA lis: 


IDEA NO. 174 


Big Briggs Banners Bag Biz 
Briggs Shock Absorber Co., 
Cleveland, arms its dealers with 
plenty of hard-hitting P.O.P. ma- 
terial. One impressive production 
is this set of one large (33 x 12) and 
two small (12 x 8) signs, equipped 
with full-length strips of Kleen- 
Stik “D’’ Tape for quick, easy 
posting inside service station and 
arage windows. Gloria Compo, 

dvertising Manager, collaborated 
on — with A. T. Irvine, Prod. 
Mgr. of Gray & Rogers agency, 
Philadelphia. Colorful lithography 
(all in one sheet) by Printing Ser- 
vices of Philadelphia, Sales Mgr. 
Bill Halpern directing. 


dgan***'dn LI 139 


-°an Al 


On paper cups or garage win- 
dows, Kleen-Stik makes any 

lace an advertising space! 

‘or details and ideas, see your 
regular printer, lithographer, 
or silk screener ...or write di- 
rect for free “101 Stik-Triks”’ 
bookl 
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READERS 


Cheesecake With Lemon 


e In your article on “Why Bowes 
Uses Cheesecake,” (see AR, April) 
I noted several flaws which either 
makes your copy incorrect or the 
idea doesn’t suit the purpose. 

You state that the letter on each 
sweater denoted a code to the in- 
dividual product. However, I note 
the letter “A” used on the girls on 
unrelated products. Was this an 
error or just the fact that a differ- 
ent font “A” was used or did the 
position of the girl make a differ- 
ence? I’m sure if a different letter 
is meant to be used, they could go 
right through the alphabet easily 
enough. 

All in all, I would like to con- 
gratulate the people responsible for 
finally putting a little life into the 
shelves and windows of the local 
automotive dealer. 

SEYMouR WASSERMAN 

Seymour Charles Advertising, 

Clinton, N.J. 


(Our readers have sharp eyes. Ac- 
cording to our source, Bowes prod- 
ucts are in four major categories. 
Each letter indicates a category and 
the products in each may be widely 
diversified, although they do have 
a general relationship to one an- 


other... Ed.) 


Misplaced Credit 


e Next year when AR “takes a 
look” at the Art Directors Club ex- 
hibitions, make sure it takes a closer 
look at the credits for work done on 
these pieces. 

For example: The Philadelphia 
selection produced by Smith Kline 
and French Laboratories on page 78 
of your June issue was art directed 
by Warren Blair. However, the art- 
ist was Alan J. Klawans, not Sey- 
mour Mednick. 

Aan J. KLAwans 

Smith Kline & French Labora- 

tories, Philadelphia 


(We promise. But we also plead with 
art directors everywhere to see that 
all photos are clearly identified . . . 
Ed.) 


Creative Applause 
e Your article on the specialty in- 


dustry (see AR March) was the 
most informative treatment of the 
subject we have ever read! 

Creative specialty men are very 
rare among distributors and manu- 
facturers alike. 

Thank you for the emphasis 
which you placed on this most im- 
portant phase of the specialty in- 
dustry. 

James L. Comss 

Owner, James L. Combs Promo- 

tional Products, Houston, Tex. 


On Product Miniatures 


e Your article “All About Product 
Miniatures” in the May issue 
of ADVERTISING REQUIREMENTS has 
prompted action. The title of the 
article is broad in scope and while 
I cannot agree that it covers the 
subject in toto, it certainly is well 
documented and requires consider- 
ation. It was particularly useful that 
you listed the names of companies 
who turn their talents to the re- 
production of products in minia- 
ture. 

We have been faced with the 
problem of securing accurate and 
reasonably inexpensive replicas of 
our coin-operated phonographs 

Last year we turned to the for- 
eign market and were able to se- 
cure from Japan a model of our 
phonograph produced as a toy bank. 
Your article has inspired us to again 
go to American manufacturers with 
the request that they give us an 
idea as to the item itself and an 
estimate on its cost. 

In an effort to generate sugges- 
tions we have prepared a letter 
which has been sent to all manu- 
facturing sources listed at the end 
of your article. 

A. D. PALMER Jr. 

Promotion Manager, Advertising 

and Sales, The Wurlitzer Co., 

Tonawanda, N.Y. 


e While we enjoyed thoroughly the 
comprehensive article (See AR, 
May, p. 47) we wanted to pass along 
to you additional information which 
I am sure will be of interest to your 
readers. 

Merry Manufacturing Co., Cin- 
cinnati, a leading toy manufac- 
turer, has recently made available 





referred “Kishk Mutual selec 


ora’s WHITE SOREX for its “Policy Ki 


The policy kit envelopes shown at 
right were manufactured by Tension Envelope 
Corporation for Preferred Risk Mutual Insurance 
Company, both of Des Moines. WHITE SOREX 
was selected for the job by Mr. Allen L. Donielson 
of Preferred Risk, and it proved an excellent 
choice. Only SOREX could perform so well in the 


operations of two-color printing, scoring, folding, 


ith Mecha 


die-cutting, and glueing—that went into the 


? 
ri 


production of these envelopes. But perhaps most 
important, the strength and durability of SOREX 


assure both a long-lasting smart appeartnce 


a 


erred! 


) 
% 


@ 
mewlenne 


a 


for the envelopes, and maximum protection for 
aimee al ale 


Where strength and durability count most —on jobs like 
heavy-duty envelopes, displays, charts, file pockets — you'll 
find SOREX the choice of people who know paper best. 


And yet, for all its toughness, snap, and stamina, SOREX — 
in dazzling bright White or warm, rich Cream—has a printing 
surface that produces beautiful results by letterpress or offset 
lithography. For proof, simply call your Sorg distributor and 
have him furnish you sample sheets of SOREX for a press-test 
— of your own. You'll discover quickly why SOREX should be 


Your Sorg distributor will be happy s . . . 
op. pecation seincehth- ana teatin a0 your top choice for the next job that calls for a paper with 


SOREX in both White and Cream. _its remarkable strength and beauty. 


© Manvfacturers ond Converters of Stock Line end Specialty Papers 
Offices in NEW YORK « CHICAGO « BOSTON « ST. LOUIS « LOS ANGELES 
SORG STOCK LINES 
WHITE SOREX « CREAM SOREX « LEATHER EMBOSSED COVER « PLATE FINISH « EQUATOR INDEX BRISTOL + REGISTER BOND 


MIDDLETOWN POST CARD + 410 TRANSLUCENT + EQUATOR LEDGER + SORG’'S BLOTTING + TENSALEX 
GRANITEX « PARCHTEX 
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its production facilities and know- 
how for the development of brand 
and product miniatures. 

Miniatures are made in paper, © 
boxboard, plastic, glass, litho- 
graphed cans. In addition, practical- 
ly every one of them is an accurate 
copy. These items have been pri- 
marily developed as components for 
toys, but are finding increased de- 
mand and use by industry and 
business. 


ABG 
hye 
ABG 
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Antique ‘l'ype 


Next in our Advertisers 
Buying Guide series, this 
article gives the uses and 
sources of old and orna- 
mental type, and show 
how designers have used 
it. 


TED MENDERSON 
Ted Menderson Co., Cincinnati, 
Ohio 


e I would like to compliment you 
on your excellent presentation—the 
most comprehensive survey on 
product replicas I have ever seen 
in this field. 


Myron B. SHURE 
Vice President, Dowst Mfg. Co., 
Chicago 


e My compliments on the compre- 
hensive coverage in the product 
miniature article. I am sure many 
of the readers of AR will be grate- 


PACKAGING 
IN 
ITALY 


AWARDS 
FOR 
SPECIALTIES 


ful for this information, because I 
know how so many of them flounder 
around in their search for manufac- 


turers of specialized materials. 
Henry BLANKFORT 
Director Public Relations, Revell 
Inc., Venice, Cal. 


Italy, old and 
skilled in the 
arts, has _ pro- 
duced some of 
today’s most 
modern designs. 


Six case histo- 
ries, prize win- 
ners all, show 
how specialty 
advertising can 


About Job Costs 
build impact. 


“How I Solved It” column of the 
July issue relates a “beautiful” story 
— the printer wanted $800, we did 
it for $200. Of course, the real facts 
are hazy: how much artwork?, what 
type of stock? how many colors?, 
and a myriad of other questions that 
come to mind. 

But I would like to ask Ed Ward 
— whatever your business is, do 
you sell at cost, or under? Then 
again, I know that the many hidden 
costs of operating one’s own equip- 
ment, supplies, maintenance, etc., 
are never figured in. And do you 
allocate rental to the room for 
equipment? 

I didn’t solve it . . . but merely 
want to call your readers’ attention 
to the fact that too often a compari- 
son of what “I” spent and “he” 


WHAT THE ADMAN 

SHOULD KNOW ABOUT FLEXOGRAPHY 
Add flexography to the list of letterpress, lithography and 
gravure as one of the media which you should consider, 
especially for printing on packaging films 


THE ABCs OF : HOW NOT 
PLASTIC TO RUNA 


What you should : When Equitable 


know about that 
post-war phenome- 
non, the vacuum- 
formed plastic sign, 
used both indoors 
and outdoors in 
ever-increasing vol- 


ume 


SIGNS CENTENNIAL 


planned a birth- 
day party, it 
started early and 
invested lots of 
time. But even 
with a successful 
affair, heire are 
the lessons it 


learned. 


~« 
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wanted for the job isn’t just what it 
appears to be on paper. 
Marvin L. CHASE 
Chase Direct Mail Service Corp., 
New York 


Likes AR for PR 


@® I am amazed when I encounter 
PR folks and APRA-PRSA types 
here in Washington who are not ac- 
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NORTHWEST PEDIGREED PAPERS 


PRINTING AND 
WRITING PAPERS 
Carlton Bond 
Carlton Duplicator 
Carlton Ledger 
Carlton Mimeograph 
Map Bond 
Mountie Book 
Mountie E. F. Label 
Mountie E. F. Litho Label 
Mountie Eggshell Book 
Mountie Offset: 
Regular 
Antique Wove 
Embossed 
Mountie Text 
Non-Fading Poster 
North Star Offset 
North Star Writing 
Northwest Bond 
Northwest Duplicator 
Northwest Index Bristol 
Northwest Ledger 
Northwest Mimeo Bond 
Northwest Post Card 
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quainted with your magazine. 
Maybe they think it is for the art 
director or agency man but I have 
found it a gold mine of ideas and 
stimulation as well as an excellent 
source on where to buy specialty 
items and supplies for PR endeavors. 
JoHN P. McGiILu 
Projects Promotion Manager, 
American Trucking Assns., Wash- 
ington 


Orchids From Honeywell 


e I had a chance to read the article 
(See AR, May, p. 23) and marveled 
at the superb writing job. I look 
forward in anticipation to reading 
the June issue and your coverage 
of what I considered the best SPEA 
conference to date. 
A. O. Dretricw 
Sales Promotion Manager, Minne- 
apolis-Honeywell Regulator Co., 
Minneapolis 


Uses Buying Guide 


® May we comment that your buy- 
ing guides have been of definite as- 
sistance to us and we make regular 
use of them? 

We are including a sample of the 
information sheet which we ask 
suppliers to fill out and return to us 
for our reference use. If you have 
any helpful suggestions to make re- 
garding its use, we should be most 
grateful. 

Mitton J. MARGOLIS 

Vice president, Kenyon & Eck- 

hardt, New York 


(Thanks for the information sheet. 
We would be interested in learning 
how other agencies and advertisers 
keep track of sources of supply, and 
what facts they like to have on file 
ina 


Patent Held 


® This is to notify you that the item 
identified as a “Hexaflexagon” in the 
July issue of your publication (page 
85) is covered under U. S. Patent 
# 2883195, dated April 21, 1959. Ex- 
clusive right to its manufacture and 
sale are held by the inventor. 

We believe that publication of a 
statement to this effect will help to 
prevent widespread infringement 
and possible troublesome litigation. 

RussE.u E. Rocers 

R&D’A Co., 3500 Forest Av., Mun- 

hall, Pa. 


(For a copy of the patent, send 25¢ 
in check or money order to the U. S. 
Commissioner of Patents, Washing- 
ton 25, D.C... . Ed.) 








‘The 
copy 
below 
was set at 
100 words 
per 
minute! 


This copy was transcribed 
by a typist on the recording 
unit of a Friden Justowriter, 
thus producing both a first 
proof and a coded paper tape. 
The tape was then inserted 
in the reproducing unit which 
automatically prepared the 
repro proof at 100 words per 
minute, automatically justi- 
fied and error free. 

There is no faster method 
of preparing straight compo- 
sition for reproduction. 


The net output speed of the 
Justowriter is limited only 
by the speed of the typist. If 
she’s a 70-word girl on an 
office typewriter, that’s how 
fast she can operate the re- 
corder. (There’s nothing to 
slow her down: justification 
is automatically performed 
by the machine; errors are 
corrected by simply pres- 
sing one key.) Type faces? 
Take your pick of fourteen 
styles from 8 to 14 point. 


© 1960 FRIDEN, INC. 


‘These 
are the 
machines 


that did 


it! 


Get full information from your Friden Man. Or write: Friden, Inc., San Leandro, Calif. 
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What About 
Shelf 
Extenders ? 


They sell lots of merchandise and 
dealers will use them. But certain 
requirements must be met. 


The one shown below was very 
successful. In fact one of the ad- 
vertiser’s salesmen dropped by 
just to tell us how much the retail- 
ers liked it. 


The success of this display pro- 
gram was no accident. It was the 
result of a careful study of the 
problem by the advertiser and our 
design group. 


This display has no exposed 
sharp corners and does not extend 
out too far. Two positive clamps 
attach it securely to the shelf. 
These features minimize the pos- 
sibility of injuries to shoppers. 
The sign has three way visibility 
and the copy “This Week’s Fea- 
ture” enables the retailer to re-use 
the display for other specials. The 
amount of merchandise was right 
to insure fast turn-over. 


Retailers liked this attractive 
shelf extender, simply because it 
was designed to meet their re- 
quirements. Why not use our 
knowledge of these requirements 
on your next display program. 


INDIANA WIRE & SPECIALTY CO., INC. 
DALY & SHELBY STS. 


INDIANAPOLIS 2, INDIANA 


Manufacturers and Designers of Displays from 
Wire in combination with other materials 
since 1945. 
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© Shopping Towns USA, by Victor 
Gruen and Larry Smith; Reinhold, 
New York, 288 pages, $13.50 .. . 
This book is bound to take its place 
as the definitive word on the shop- 
ping center. Mr. Gruen is an archi- 
tect and Mr. Smith a real estate 
expert who have worked together 
on some of this country’s largest 
shopping centers. 

This volume starts with the pre- 
requisites for success, takes you 
through the many planning phases 
and ends with the completion and 
operation of the center. Of particu- 
lar interest to admen are the chap- 
ters on promotion, on the mer- 
chants association and its activities 
and on the use of public areas. All 
chapters, however, will enable any- 
body to approach his aspect of shop- 
ping center activity with greater 
understanding and depth. R.B.K. 


® The Art and Craft of Screen Proc- 
ess Printing, by Albert Kosloff; The 
Bruce Publishing Co., Milwaukee, 
170 pages, $3.75 .. . While this book 
gives a graphic over-all picture of 
the entire industry, it is a real find 
for the amateur. Only the novice 
who has pitifully tried to follow 
more obtuse authors through the 
maze of silk-screening will really 
appreciate Mr. Kosloff’s fine teach- 
ing ability which shines through his 
text. Nor does he leave the novice 
too quickly after getting him started. 
Where most authors on this subject 
are written out, Mr. Kosloff is just 
getting started as he leads the read- 
er, or more aptly, the learner 
through each step of screen process. 
The student and craftsman will also 
appreciate the concise and detailed 
manner in which the book covers 
the mechanical aspects of photo- 
graphic screen printing. B.M. 


@ Exhibition and Display, by James 
Gardner and Caroline Heller; F. W. 
Dodge Corp., New York, 192 pages, 


$13.75 . . . This volume, carefully 
illustrated, should be in the hands 
of every exhibit designer and every 
exhibit buyer. It discusses briefly 
and clearly aspects of exhibiting 
from the circulation plans of the 
hall to the special feature that makes 
a display memorable. 

Mr. Gardner is a noted British 
designer responsible for, among 


other projects, the British Pavilion 
at the Brussels Exposition and the 
recent New York Trade Fair for the 
Federation of British Industries. 
Miss Heller is a writer who has 
worked on exhibit scripts. 

The book has more than 350 
photographs and line drawings to 
illustrate the points made in the 
text. While the viewpiont of the 
authors is primarily European, as 
contrasted with American, the ap- 
plication to the kinds of exhibits 
and displays we have in this coun- 
try is not difficult to make. It is a 


stimulating and thought-provoking 
book. R.B.K. 


© Salesmanship, by J. W. Thomp- 
son & S. J. Shaw; Henry Holt and 
Co., New York 17, 419 pages, $5.75 
... The oldtime cliché, “he’s a born 
salesman,” may be assaulting our 
ears with thinner and frailer echoes 
soon if this guide to selling repre- 
sents a new trend in training. Far 
from being just another sales-office 
version of the pre-game pep talk 
on “winning for the team” or still 
another effort to find the sizzle in 
a warmed-up steak, “Salesmanship” 
presents the selling game as a logi- 
cal science. Divided into three sec- 
tions, part one contains a group of 
articles on communications from 
such well-known authors as S. I. 
Hayakawa, esse S. Nirenberg, 
Pierre Martineau, Dr. Ernest Dich- 
ter, and Vance Packard. Part two 
gives considerable emphasis to the 
modern image of a salesman as a 
trained professional rather than an 
aggressive pitchman. Part three in- 
cludes a selection of articles on sell- 
ing techniques using sales psy- 
chology rather than sales gimmicks. 
The editors of this sales library in 
one cover are to be commended for 
their excellent selection and han- 
dling of the material contained in 
it. B.M. 


e International Paper Pocket Pal, 
Sixth Edition; International Paper 
Co., 220 E. 42nd St., New York 17, 
128 pages, 50¢ . . . The half a buck 
you spend for this work could be 
the best fifty cents you’ve ever in- 
vested in your professional security. 
Under the careful direction of Rich- 
ard A. Faulkner, a member of In- 
ternational’s advertising depart- 
ment, the Pal has become a neces- 
sary working tool for anyone whose 
work touches graphic arts. 

About everything you want to 
know about the graphic arts is dis- 
cussed in the book. Some of the 
subjects have been treated in great- 
er detail and length elsewhere but 





the joy of the Pal is that all these 
subjects are enclosed in its covers. 
If what the Pal has to say isn’t 
enough, go to the other works, but 
in many cases the Pal is sufficient. 
In its pages are definitions of 
every type of printing process, ex- 
planations of systems of composi- 
tion and photoengraving and an 
interesting history of paper and 
printing. Just a few of the other 
subjects touched upon include im- 
position, inks, lithography, folding 
and binding and proofreading. 
Since 1934, over 200,000 copies of 
this wonderful little book have 
been printed. The reason that this 
work is so successful is that it is 


so good. E.S. 


® Modern Publicity, 1959-60, Wil- 
frid Walter, editor; a Studio book, 
distributed by Viking Press, New 
York, 175 pages, $10 . . . This an- 
nual collection of advertising art, 
edited and printed in England, 
maintains the high standards of its 
predecessors. 

Designs from 34 different coun- 
tries are included, selected from 
more than 12,000 entries submitted 
to the editor. In spite of the larger 
number, fewer are published than 
in recent years, due to the desire of 
the editor to include reproductions 
of larger size, with more in full 
color. 

The editor notes that designs for 
record albums were entered in few- 
er numbers this year, and hopes 
that more will be forthcoming for 
future editions. A section on tele- 
vision and theater advertising films 
is being planned for the next addi- 
tion, and examples of publicity ma- 
terial from the Soviet Union are 


also promised. R.B.K. 


© Close-up—On Writing for Tele- 
vision, by Arthur Hailey; Double- 
day, New York, 307 pages, $4.50... 
The author of this book was a sales 
promotion manager for an industrial 
company in Canada when, at 36, he 
sold a television play to the Ca- 
nadian Broadcasting System. It was 
an immediate hit, was given per- 
formances both in England and in 
the United States, was sold to the 
movies, and Mr. Hailey turned into 
a writer. 

This book is a collection of the 
scripts of six of his tv plays, with 
a brief author’s note on each. A 13- 
page preface gives some of the 
things he has learned about writing. 

It is more a collection of plays 
to be read than a guide to their 
writing, but it makes good reading. 

R.B.K. 
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product at the 
point-of-sale 
with 


MEYERCORD 


Pressure 
Sensitive 


DECALS and 
DREMARK 


oe 


Do you want to get 

more of your signs “up” 

at the Point-of-Sale? : 
Naturally! The big question 
... bow? Hundreds of 
leading national and regional 
Point-of-Sale advertisers have 
found the best answer in years 
...in Meyercord’s Pressure c 

Sensitive Decals and DRI-MARK 

Films. The convenience and speed 

of waterless application make Pressure 

Sensitive Decal Signs popular with 

fieldmen and retailers alike. It’s simply 

a few seconds’ task to install Meyercord 

Pressure Sensitive Decals or DRI-MARK 
Pressure Sensitive Films on windows, 

doors or any surface. DRI-MARK is the new 
Meyercord development that identifies a wide 
variety of new materials and appearance factors 
... Mirro-Cals, Mylar, Vinyl-Mylar, Laminates 
and others. One or more of these new signs will 
find a welcome and effective place in your 
Point-of-Sale advertising program. Drop us a 
line .. . let a Meyercord salesman show you how 
leading advertisers are using DRI-MARK to 
promote the “new look” at the Point-of-Sale. 
No obligation, of course. 


aN Ke 


the MEYERCORD co. 


Dept. P-207, 5323 West Lake Street, Chicago 44, Illinois 
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REPRINTS 


to help you 


Please order reprints by number. Unless another price is given, each 
sells for 25c. In lots of 10 of any one reprint, the price is 20¢ each; lots 
of 50 or more, 1 5¢ each; lots of 100 or more, 12'/2¢ each. 


New This Month 


295 What Lies Ahead for Premium Buyers — by James M. C. Tighe 
A survey of premium men foresees some changes in buying practices 


Art 


256 How to Buy Graphic Arts Materials — by Donald Davis 


A guide to help graphic arts buyers 
236 A Code of Ethics for Art 


The official code of ethical practices in buying art 


Miscellaneous 


301 A Basic Guide for Paper Buyers 


The Best of AR tells what the adman must know about paper 
289 How to Move an Agency — by John K. Webster 


A quide for those who must go through this ordeai 
287 AR Editorial Index, 1959 
A subject index of all feature articles run during the year 
284 A Simple System for Traffic Control — by Richard V. Morrison 
An agency executive tells how they keep tabs on ad production 
276 The Big Three Mail Order Catalogs — by Robert B. Konikow (50c) 
A 3-part series which takes you behind the scenes at Sears, Wards & Spiegel 
266 An Inside Look at Worthington’s Trademark Thinking 


A presentation for its own staff tells the story behind a new trademark 
An Expert Answers Your Questions cbhout Trading Stamps 


AR interviews John W. Young, Eureka Specialty Printing Co 
Ten Rules for Believable Testimonials 


How to get the most value from a personal endorsement of your product 
Emblems — by Robert M. Marks 


A practical guide to the development of an emblem identification program 
Advertising Copyrights — by Robert J. Burton ($1) 


Copyright protection for graphic arts—a compilation of ten AR articles 
Color in Advertising — by Faber Birren 


An expert outlines the best colors for advertising 


Packaging 


306 A Basic Guide to Packaging 


What packages should do for sales, and what materials to use 
294 How Design Unified a Product Line 


New products got stature by joining the package family 
275 A Guide to Card Packaging — by Dr. John A. Keenan 


An expert describes the kinds of skin or blister pack and how they work 
270 How to Work with a Package Designer — by Robert Sidney Dickens 


A designer's advice on how to get along with these specialists 
269 How Women Feel About Food Packaging — by Bette Macon 


A report of a panel discussion at which some women shocked the experts 
264 Do Multi-Packs Boost Volume? — by Richard E. Reed 
A report on a carefully-controlied test which measured effects of multiple packing 


Photography 


302 A Basic Guide for Better Advertising Photos 


How to work with photographers to get better photos more economically 
228 A New Guide to Color y — by Egon Berka 


A simple explanation of the many types of color film now available to admen 
175 How to Use Color Stats — by Ted Sanchagrin 


How admen are exploiting the many uses of full-color stats 
162 How to Crop Photos — by Vincent T. Tajiri 


Pointers for getting the most out of photographs for reproduction purposes 


Point-of-Purchase 


310 What Makes Good P.O.P. Advertising 
A Best of AR feature which covers the fundamentals of this medium 
263 Why an Agency Opened its Own Supermarket 
— by Kenneth R. MacDonald 
The reasons behind the store run by Cunningham & Welsh 
259 Are You Wasting Your Point-of-Purchase — by A. R. Menzies 


A report on how 24,000 grocery stores use p.o.p. material 
253 How to Merchandise ROP Color — by Mark Cox 


How Wilson & Co. uses its full-color newspaper ads 
252 What's in the Future for Point-of-Purchase? — by Les Gallagher 


An adman reports the effects of the changing market place on p.o.p 
242 Twelve Ways to Save Money on P.O.P. — by Jack A. Wichert 


Money-saving ideas from a practical producer 
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Premiums 


312 Do’s ond Don'ts for Premium Buyers 


A Best of AR article gives practical suggestions to improve use of premiums 
272 Overseas Premiums Can Add Glamour to your Promotion 


— by William S. Roach 
Drop-shipping premiums from abroad has some advantages, but risks as well 
251 The Basic Premiums — by John M. Davidson 


A look at 50 years of premiums shows which have constant appeal 


Printing & Typography 


311 How to Save on Your Printing Bills 


65 hints on money-saving techniques, from a Best of AR feature 
305 A Portfolio of Typefaces for Admen 
The Best of AR feature includes more than 300 one-line specimens 
282 Design & Color: Cure for a Sick Image — by David K. Marshall 
A designer points out some things to do to build your corporate image 
257 How Billboard Produced an Unusual Insert — by R. B. Schueler 


The production story of a special section with a life of its own 
249 The Advantages of Letterpress & Offset 
A debate in print shedding light on the selection of the best printing process 
235 Let's Get Together on Offset — by Bernard C. Schramm Jr. 
There’s trouble when buyer, artist and printer don’t talk the same language 
211 A System for Controlling Printing Costs — by Frederick Kammann 


(50c) 
A five-part outline of a practical system for saving 10° on your printing bills 
105 Let's Swap ideas 


Ten ideas from printers and admen culled from Kimberly-Clark’s contest 


Signs 


244 Designing for Posters — by Garrett P. Orr 


Practical hints from a leading art director in this field 
216 How to Use Highway Signs 


A guide to the basic principles of outdoor advertising 


Television & Radio 


308 A Basic Guide to Television Commercials 
The Best of AR Series covers the problems of the tv commercial 
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Holds the door open ‘til you get there 


Well, let’s amend that: it either 
does or it doesn’t! Depends on the 
first impression. Often your letters 
represent you to people who don’t 
know you, may not know your com- 
pany. Chances are, they’re not in- 
terested ... until your letter creates 
that interest. 


HOWARD PAPER MILLS, INC. 


Companion Lines: Howard Ledger * Mimeograph 


That’s why your letterhead and its 
envelope are as vital to your busi- 
ness image as your morning shave. 

When you send Howarp Bonp, 
you send a man to do a man’s 
job. True White (won’t fade like 
some whites with chemical addi- 
tives), strong and “quality-crisp,” 


Howarp Bonp bears a proud wa- 

termark, will never let you down. 
Your Printer or Paper Merchant 

will gladly show you Howarp Bonp 

in thirteen colors and in Howarp 

True White. 

ALL HOWARD PAPERS are 

quality controlled by Accupasy ¢ 


HOWARD PAPER COMPANY DIVISION, URBANA, OHIO 


Howard , bond 


“The Nation’s 


Printed on Maxwell Offset 


Business Paper’’ 


Duplicator + Posting Ledger + Du-All 


80 Maxtone Finish 


‘ 
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Discoveries in American Art 
...0n Maxwell Offset 


“Evening in Chicago” is a creator’s favorite of Rainey Bennett. 

His water colors are prominent in America’s outstanding permanent 
collections and in most major invitational exhibits. His work also includes 
a variety of choice commissions and has earned immense commercial 
respect, as well. The quality of this reproduction on Maxwell Offset is no 
less than fitting . . . and no less than your color artwork deserves. 


Specify Maxwell Offset. 


All Howard papers quality controlled by AccuRag Printed on Maxwell Offset— Basis 80—Maxtone Finish 


HOWARD PAPER MILLS, Inc. e Maxwell Paper Company Division e Franklin, Ohio 
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By Philip S. Nelson 

Sales Promotion Specialist 
Hotpoint Division 

General Electric Company 
Chicago 


Some dealers think most fac- 
tory-prepared promotions are not 
worth participating in. And some 
manufacturers think many dealers 
couldn’t run a_ successful factory 
promotion if you rolled it into their 
store on a red carpet. 

These two opinions are extreme 
and, thank goodness, far from be- 
ing universal. But they do exist. 


And they can become more nega- 
tive if factory and dealer people 
do not reach better agreement in 
executive cooperative promotions. 
Here are some methods for elimi- 
nating this negative attitude toward 
factory promotions and some sug- 
gested action for gaining better un- 
derstanding in conducting them. 


Suggestions For Dealers 


Don’t assume that all factory pro- 
motions are whipped up in the ivory 
towers by ex-college boys who 
never sold. retail. They’re not. 


They’re developed by a team of 
experienced managers and special- 
ists well qualified to provide you 
with programs and materials that 
can help you sell more goods. 

On the other hand, don’t assume 
that factory promotions “as-is” can 
give you exactly what you want in 
your market. They can’t. 

The above “don’ts” suggest the 
positive action that can be taken 
by retailers in conducting a manu- 
facturer’s retail promotion. 


1. Do something that will person- 
alize the promotion to your store, 
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your town. Factory promotions 
aren’t panaceas. As is, they can’t 
possibly deliver the results they 
would if you added your own in- 
dividual spark to it. If the factory 
promotion is a Carnival of Values, 
display a live monkey caged in 
your window, dress your sales peo- 
ple as strong men or carnival bark- 
ers, give away tickets to the local 
carnival—but do something that 
will give the promotion your indi- 
vidual touch. 

Consumers get tired of being 
wooed impersonally. They want in- 
dividual attention. The factory pro- 
motion gives the dealer the basic 
creative idea, the ad mats, the dis- 
play materials, the art and the 
premiums, but the dealer must, after 
all, personally persuade the public. 


2. Give the factory representative 
the necessary time and attention 
to tell you how the promotion 
works and how it can help you sell 
more goods. Have him explain the 
promotion to you concisely but in 
detail, and give you a recommended 
plan of action for conducting the 
program. 

At Hotpoint, for example, J. F. 
Adamik, sales promotion manager, 
asks his specialists to build alter- 
nate plans into promotions when- 
ever possible. This gives the factory 
representative several different ap- 
proaches which he may use in pre- 
senting the program to his dealers. 
Expect this individual counseling 
from factory representatives be- 
cause you deserve it. 


3. Give the promotion your full 
support. A promotion worth run- 
ning should be given the benefit of 
dealer planning and follow-through. 
You'll have to settle for less than 
good results if you don’t enthu- 
siastically back the program for all 
it’s worth, and you will be wasting 
your time and money if you don’t 
give it your best effort. 


4. Get factory help if you need it 
while the promotion is in progress. 
Often you can’t cover every base 
in planning a promotion in one 
meeting with the factory man. Get 
his advice and help during the pro- 
motion to help ensure its success. 
He'll appreciate your call and he'll 
be glad to help you give the pro- 
gram greater impact. 


5S. Report the results of the promo- 
tion to the factory representative so 
that he can help determine its value 
to you—and use it as a guide in 
helping you conduct even more 
successful future promotions. Oc- 
casionally write a letter to the fac- 
tory telling them how you feel 
about their promotions, how you 


26 + GR + August 1960 


have used them and how they might 
be improved. 


6. Keep in mind the value and 
purpose of factory promotions. Re- 
member, factory promotions are 
well thought out by a team of mar- 
keting and merchandising special- 
ists and as such have more research, 
time, effort and product appeal 
built into them than most retailers 
could possibly come up with. And 
don’t forget the value of advertis- 
ing, display and merchandising ma- 
terials. 

The factory can produce ad mats, 
display pieces and demonstration 
devices and offer them to you at a 
fraction of what they would cost 
you to prepare. And, of course, the 
purpose of factory promotions is 
to give the retailer an effective yet 
economical vehicle with which to 
promote special events, seasons, 
values, product features or services 
to potential customers. 


7. Finally, adopt an open mind to- 
ward factory promotions. Evaluate 
each one individually but take the 
time to review it carefully because, 
for every factory promotion that 
won't lend itself to your operation, 
there is probably another that will. 

And think about factory promo- 
tions as sales aids to your opera- 
tion—not as cure-alls to increase 
sales without effort on your part. 
With more individual thinking from 
retailers about factory promotions, 
their quality will improve. With 
more suggestions and variations of 
promotions by retailers, their effec- 
tiveness will increase. 


Suggestions For Manufacturers 


Don’t assume that most retailers 
wouldn’t know what to do with a 
good factory-prepared promotion. 
They would. They’re well qualified 
to evaluate a promotion, determine 
if it fits into their plans, give it 
their own individual adaptation, and 
follow it through to success. On the 
other hand don’t assume that your 
factory promotions will be success- 
ful if the dealer is left to plan, 


schedule and manage the complete 
factory program from a mailed 
planner or a half-hour planning 
session with the factory representa- 
tive. 

Again, the above two “don’ts” 
suggest the positive action manu- 
facturers should take in making 
their promotions more successful. 


1. Timing . . Give the dealer 
enough lead time to plan all ele- 
ments of the promotion, schedule 
his advertising, and order his sale 
merchandise and promotion mate- 
rials. You will be wasting his time 
and yours if you present a St. 
Patrick’s Day Sale to him on March 
15 or a Labor Savings Days Pro- 
motion the Friday before Labor 
Day. 

At Hotpoint, basic promotions are 
planned for an entire year and put 
in calendar form so that dealers are 
able to incorporate their own ideas 
into promotions long before they 
run. And special promotions that 
come up during the year should be 
put in the hands of factory repre- 
sentatives at the earliest date before 
the promotion is scheduled to run 
at retail. Factory representatives 
should be trained and urged to use 
the promotion calendar method of 
planning with each of their dealers 
so that the dealer has as much ad- 
vanced information as _ possible 
about any given factory program. 


2. Flexibility . . Have the basic 
promotion set up so that it is strong 
enough to accomplish factory ob- 
jectives yet flexible enough for each 
dealer to give it his individual 
adaptation. In Hotpoint’s 1959 Silver 
Dollar Savings Days, three basic 
plans were made available. 


@ Plan A. The basic Silver Dollar 
Savings ad mat and display pack- 
age announcing special values on 
major appliances. 


e Plan B. An unusual traffic build- 
er offering consumers a silver dol- 
lar and dime for just $1.00 for com- 
ing in to see a Hotpoint appliance 
demonstration. 


e Plan C. Guess-The-Date Contest. 
Dealer deposits one silver dollar 
with the local bank president, and 
prospects fill out cards to guess the 
date of the secret silver dollar— 
with prizes to the winners. 

From these basic plans, plus the 
dealer’s own modus operandi, many 
successful adaptations of the pro- 
motion were conducted. Similar al- 
ternate plans can be adopted for 
any promotion so that more dealers 
with varying markets and selling 
strategies will be attracted to at 
least one phase of the program. 





3. Follow-Through .. Here is 
where the factory representative 
can shine. For he’s the man who 
gets the program into orbit. He’s 
the man who helps the dealer de- 
termine the merchandise and pro- 
motion materials required and 
makes sure they arrive on time. 
He’s the man who gives the dealer 
a recommended approach to the 
promotion and gives the dealer’s 
salesmen product selling tips and 
promotional tie-in ideas. He’s the 
man who helps set up the display 
materials and who makes sure 
everything is ready for the big 
event. 

This sounds like a big job for 
one man. It is. But this is where 
the value of planning comes in. By 
using the promotional calendar 
method and scheduling programs 
to meet his dealers’ needs, he can 
put more promotions into work into 
more dealerships within a given 
time period. 


4. Feedback . . Communication 
between factory and factory repre- 
sentative is often a one-way street. 
The representative is constantly re- 
ceiving promotions, plans, programs, 
pep letters, price sheets and prod- 
uct literature. But more often than 
not, what he thinks of this material, 
how he uses it, and what his dealers 
think of it, is not filtering back to 
the factory. 

Representatives should put their 
thoughts about any given program 
on paper and send it to their man- 
agers who can then relay it back 
to the factory for evaluation and 
as a guide in developing future 
promotions. The factory should 
periodically send out brief ques- 
tionnaires to representatives and 
dealers to get reports and opinions 
about factory promotions. 


5. Evaluation . . Factory promo- 
tion people should take to the field 
as often as possible to get first-hard 
reaction from dealers on the worth 
and acceptance of factory promo- 
tions. Promotions should be eval- 
uated by area wherever and when- 
ever possible in terms of sales gains 
by product, number of dealers par- 
ticipating, amount of promotional 
and advertising material used, as 
well as individual dealer methods 
and reaction. The more the factory 
knows about what has happened in 
previous promotions, the better it is 
able to plan for future ones. 


6. Attitude . . Again, attitude is 
the ultimate key to success in con- 
ducting factory promotions through 
dealers. By developing more posi- 
tive attitudes toward factory pro- 
motions and what they can and 
should accomplish, their value will 


become more apparent—to dealers 
as well as manufacturers. A more 
positive and convincing attitude at 
the factory level is eventually re- 
flected at the dealer level. 

By getting out more and talking 
to dealers and learning their atti- 
tudes about factory promotions, 
factory promotion people will be 
armed with more facts and princi- 
ples to help them develop stronger 


ing the flow of communication be- 
tween factory representative and 
factory, and continually measuring 
and evaluating promotions, their 
effectiveness is bound to increase in 
proportion. 


> The factory-prepared promotion 
is here to stay. It’s an economically 
sound method of increasing sales— 
and used effectively it can cut dis- 


dealer programs. And by improv- tribution costs at all levels. 


INTERNAL COMMUNICATIONS 
Staff Departments Booklet 


To keep all personnel informed as to the various services avail- 
able within the company, a staff-departments booklet was de- 
veloped by the Dewey and Almy Chemical Div., W. R. Grace & 
Co., Cambridge, Mass. The booklet introduces each department 
with staff pictures and describes the functions of each by show- 
ing staff members in action. The new booklet has been found 
valuable as a basic, “get-acquainted” reading piece for new 
employes and as a reminder guide to internal services available 
for the older employes. 


TRADE PRESS PUBLICITY 
Application Report 


To get actual reports on the more interesting applications of its 
products, All-State Welding Alloys Co., White Plains, N.Y., uses 
a special report form. Salesmen are asked to fill in this report 
whenever they run across an interesting case history using ac- 
tual quotes from the customer as much as possible, These forms 
provide the data from which the company writes application 
stories for the technical press without the salesman’s by-line. 


MEDIA 
Backwards Ad 


Merry Manufacturing Co., Cincinnati, drew attention to its adver- 
tisement in a trade-magazine by running it backwards. The ad ap- 
peared on a left-hand page, the reverse side of which was blank 
except for a small paragraph inviting the reader to hold the page 
up to the light to read it, or to get the story by placing a mirror 
next to the advertisement. The ad was planned and designed for 
Merry Mfg. Co. by the Ted Menderson agency, Cincinnati. 


DIRECT ADVERTISING 
Using Games 


Presidents of 24 major cosmetic and pharmaceutical companies 
were introduced to a new antibiotic by a deluxe $15 set of the 
Parker Brothers’ Monopoly game. The gift was delivered by uni- 
formed messengers from the Wallerstein Co., Div. Baxter Labora- 
tories, Staten Island, N.Y. A gold-finished sample bottle of Rapici- 
din antibiotic was boxed in with the game set. Theme of the pro 
motion was “after you lose all your money in real estate, you can 
make another million with Rapicidin.” Caption on the sample 
bottle read: ‘This product can turn to gold in your hands.” 





By Lee Schooler 
President, The Public Relations Board 
Chicago 


The role of the public relations 
counsel on “the management team” 
is still comparatively new and one 
that seems often misunderstood, 
even by industry leaders who pride 
themselves on their progressive 
management techniques. 

Public relations has emerged 
rapidly as a force in modern busi- 
ness life in the past few years. The 
financial people would say we are in 
a “growth situation.” Public rela- 
tions will continue to grow as the 
profession itself acquires additional 
experience and skills and as man- 
agement gains new insight into its 
unique contributions to industrial 
life. 

Before we consider these contri- 
butions, let’s look for a moment at 
the reasons why management re- 
tains public relations counsel. Some 
of these motives may seem ludicrous, 
but they do exist—and among men 
who apparently run their companies 
effectively. 


> First there’s the man who belongs 
to the “everybody’s doing it” school. 
He doesn’t know what public rela- 
tions is, exactly, but his competition 
has it, and he wants to keep up with 
the corporate Joneses. If he’s a man 
of at least average acumen and pa- 
tience, he eventually learns what 
public relations actually can do for 
his company, and he becomes one of 
its most sincere supporters. 

On the other hand, he may lose 
interest after the novelty has worn 
off, or, when he learns that his busi- 
ness world can’t be re-created in 
just six days. Then he fires his 


This article is adapted from a speech made 
before the annual meeting of the Hard- 
board Assn. 
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agency and “swears off the stuff for 
life.” 


> Another type of industrialist thinks 
that public relations is a patent 
medicine cure-all for his corporate 
ills and/or his personal sins. 

He expects it to cure advanced 
cases of falling sales, consumer al- 
lergy to his products, fractured em- 
ploye relations, and investor blind- 
ness to the value of his stock. Like 
the patent medicine addict, he re- 
fuses to listen to professional advice 
and waits until he is on his cor- 
porate deathbed before snatching a 
quick cure. The only service public 
relations counsel can perform for 
him is to write the obituary for the 
Wall Street Journal. 


> Then there’s the man who says he 
wants to build his company image, 
while actually it’s his own image he 
wants painted in printer’s ink all 
over the country. Perhaps he likes 
the picture of himself as a big ty- 
coon. He may be contemplating a 
foray into politics. Or maybe he just 
wants his daughter to make a good 
marriage. 

This isn’t to say, of course, that 
personal publicity about a company 
president isn’t an important and 
necessary part of building a com- 
pany image. The falsely modest in- 
dustrialist who instructs his public 
relations counsel to keep his name 
and picture out of print, blocks many 
an avenue toward effective com- 


munication of the company image to 
the public. 


> I mention these horrible examples 
only to show you why public rela- 
tions sometimes gets a bad name 
among people who regard it as some 
sort of magic that works in mys- 
terious ways to effect miracles in 
the marketplace. 

Public relations isn’t magic. It isn’t 


mysterious. It only effects “miracles” 
that have a solid basis of fact to 
support them. 


> What does the wise businessman 
expect public relations to do? 

Public relations sells. It brings 
companies, products, and ideas be- 
fore the public in such a way that 
they win public support. Public re- 
lations creates what we have come 
to call the company or product im- 
age. 

The image of any product is made 
up of a complex set of feelings, atti- 
tudes, and beliefs generated by a 
number of stimuli. The public sees 
or uses the product and is exposed 
to advertising and publicity about it. 
All these bits and pieces of informa- 
tion add up to what he thinks of the 
product when he thinks of the prod- 
uct. And the over-all image deter- 
mines whether the consumer will 
accept the advertising claims made 
for the product — and whether he 
will buy it. 

It is the public relations counsel’s 
responsibility to help management 
project the desired image to the 
public. Frequently, public relations 
is thought of as merely a publicity 
go-between, linking management 
and the public through the various 
channels of mass communication. 
This publicity function is undeni- 
ably important. The consumer isn’t 
going to beat a path to your door if 
you don’t give him some idea of 
what he will find when he gets 
there. 

But publicity actually is a sort of 
end product in the image-building 
process. The public relations coun- 
sel’s responsibility to industry starts 
long before news of the product 
starts turning up in newspapers and 
magazines. 


> Roy Larsen, for many years presi- 
dent of Time Inc., articulated this 





*: 


If public relations is to do 
the most of which it is capable, 
its role in management must 
be understood, especially by 
the top level executive. 


responsibility in a speech before the 
Public Relations Society of Amer- 
ica. He said, in part: 


Public relations has become far 
more than the mere handmaiden 
of journalism. Public relations has 
been the great awakener of the 
corporate conscience, the great 
exponent of the idea that cor- 
porations should be aware of 
themselves, just as their publics 
are aware of them. 

It is striking, for example, how 
public relations techniques have 
been adapted in recent years in 
the efforts to delineate the cor- 
porate image. Before that could 
be done, however, there had to be 
some justification for the corpora- 
tion to be favorably reflected. 
That justification has in large 
part been in the province of pub- 
lic relations. 


This definition of public relations 
is a far cry from the one enunci- 
ated by a turn-of-the-century press 
agent. He said, “Ordinarily, the busi- 
ness of the press agent is not the 
dissemination of truth but the avoid- 
ance of its inopportune discovery.” 

These two definitions measure the 
progress of industry from a “public- 
be-damned” attitude to enlightened 
selfinterest, just as surely as they 
measure the difference between the 
press agent and the public relations 
counsel. And I like to believe Mr. 
Larsen when he credits public rela- 
tions for helping industry make the 
change. 


> Granted, then, that industry needs 
good public relations and that in- 
dustrialists have some understand- 
ing of the need, where does the pub- 
lic relations counsel fit into the 
corporate picture? 

From the functional point of view, 
the public relations counsel and the 
public relations agency provide a 
multiplicity of manpower, brain- 
power, and services that none but 


the very largest companies can sup- 
port themselves. Even companies 
with their own public relations de- 
partments frequently call on outside 
counsel for both advice and func- 
tional assistance in special situations. 

It is on the advisory side that the 
public relations counsel is becoming 
an increasingly important member 
of the management team. He is be- 
coming recognized as one of the 
several varieties of specialists — like 
the lawyer, the financial advisor, the 
CPA — upon whom industry relies 
for guidance. 


> These are some of the attributes 
industry expects of the public rela- 
tions counsel: 


1. The capacity for almost infinite 
perspective. . . . Thorstein Veblen, 
the distinguished economist, once 
said that too many business execu- 
tives suffer from “trained incapac- 
ity.” By this he meant that the ex- 
ecutive becomes so specialized in his 
outlook that he finds it difficult to 
operate beyond the comparatively 
rigid boundaries of his own experi- 
ence. 

The public relations counsel spe- 
cializes in not specializing. He is 
trained to look at a problem from 
every usual and unusual angle and 
then to direct his creative faculties 
toward the most effective solution. 


2. Objectivity. This is related to 
perspective, but it also means the 
power to look into the corporate 
window from the outside, to help 
industry see itself as others see it. 
Only by retaining his objectivity 
can the public relations counsel 
bring both the hidden and obvious 
impact of the outside world to help 
formulate company policy. 


3. Sensitivity to public reaction. 
Through academic training and ex- 
perience, the public relations coun- 


sel has developed a keen “feel” for 
cause and effect interacting among 
people whose attitudes are impor- 
tant to company growth. 


4. Specialized knowledge. This does 
not, as it may seem, contradict my 
earlier statement that the public re- 
lations counsel specializes in not 
specializing. It means that he knows 
how to use the results of his per- 
spective, his objectivity, and his 
sensitivity to good purpose. 

He knows how to employ the 
tools of communication to ensure 
that companies, ideas, or products 
are presented to the public in a 
meaningful way. 


5. The ability to call on other spe- 
cialties for assistance and guidance. 


One of the most important of these 
other specialties is motivation re- 
search, the scientific study of hu- 
man behavior to learn what moti- 
vates people to act as they do. 

It is rather generally understood 
today that people seldom recognize 
their true feelings and attitudes — 
or if they do recognize them, they 
don’t tell. Ask a consumer why he 
bought, or didn’t buy, a product, and 
you'll get all sorts of rational an- 
swers having to do with price, or 
convenience, or quality, or style. 
Actually, the buying decision may 
have been based on lack of informa- 
tion about the product, what his 
neighbors might think, or how he 
sees the product in relation to what 
is appropriate for his own way of 
life. 

When the public relations counsel 
knows these real reasons, he is in a 
better position to advise manage- 
ment how to shape the company or 
product image. 


> I have tried to give an image of a 
public relations counsel as an im- 
portant member of industry’s man- 
agement team, both as helping to 
formulate policies that recognize 
corporate responsibility to the pub- 
lic, and as a specialist in communi- 
cating that awareness. 

There is growing thought among 
some social scientists and other ex- 
perts in mass persuasion that public 
relations may develop into the third 
major division of industrial endeav- 
or: (1) administration, (2) produc- 
tion, and (3) public relations, with 
public relations taking over-all re- 
sponsibility for sales, advertising, 
packaging, employe relations, and 
everything else connected with peo- 
ple-to-people relationships. 

This may seem like a pretty big 
order for a profession as new as 
that of public relations counsel. But 
I'd be the last to say it won’t hap- 
pen. 44 
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Look ahead A quick look at your U. S. E. Envelope Selector Chart® will show you 
for an at least fifty interesting ways to make your next mailing piece more 

productive. Select a standard U. S. E. Envelope and design your piece 
Envelope to fit inside. Ask your envelope supplier for samples and prices... no 
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*Free—write Advertising and Sales Promotion Department— 


United States Envelope Company 


General Offices © Springfield 2, Massachusetts . , 
Plan your advertising with U.S.E. Envelopes. There is a style to suit in a size to fit. en ar 


30 + Gay * August 1960 





/ 
/ 


Leave it 
to the 


! 


GIRLsi 


| 
vs 
/ 


Ferm 3547 Requested 
Tronscon Lines, 1206 South Maple Ave. Los Angeles |S Celi‘ernia 


Mailing Piece 


BULK RATE 
uv &. POSTAGE 
PAID 
Los Angeles, Caiif 
Permit No. 19301 


If you use the right idea, 

it isn’t hard to run a successful 
low-pressure contest, and do it 
entirely by mail. 


- «+ This simple self-mailer, in two colors, used 


a teaser on the outside to get recipients to open their mail. 


Running a Contest 


by Direct Mail 


WIN A 
a 
ee | 


‘That's right. cere choker box seats to beh =the American and Necenal Leagues this 
the Sasurdsy end Sanday Worki Series cot Whee 2 chance tor every tell fea! 
ten ..phas reed wip cP Gemperiative —— Grak your pen or pencil aed gee ina abe 
from where you fee and delere bore! — bereer's bow! I's as easy ae apping. “The 
mecommmods tiem. Just pick the order to Transcon Way & Sommd wo pay. le the 
which the fot division watts will faih a atl pear Southern Rowse!” 


20 OTHER VALUABLE MERCHANDISE PRIZES! 


fe You need not be a baseball bug 


PICK THE 1ST OIVISTOM TEAMS! 
Deere Re meee pees bree mth Ae 
Set Ded et end 48m omen epee, 


a aaa 
The Whole Story . . . The inside of the 
mailer included the rules and regula- 
tions. The entry blank, on the bottom, 
is a business reply card, :while the back 


carried company promotion copy. 


By Phil Seitz 


Contests need not be complicated 
or difficult, or offer sensational 
prizes to be successful. Nor do they 
require a lot of money if the basic 
idea is “right.” 

This has been the experience of 
Transcon Lines, freight truckers 
with headquarters in Los Angeles 
and 30 offices in major cities on its 
Los Angeles to Georgia route. 


> Transcon’s first experience with a 
contest was in 1957, when its agency, 
Hixson & Jorgensen, recommended 
that one be held as a part of the 
company’s direct mail program. 

The first contest asked entrants to 
name the teams to play in the four 
major bowls on January 1, 1958, and 
the scores of the games. This first 
contest conformed to the first re- 
quirement of each of the three con- 
tests held since then: 


e The event must be nationally 
televised, thus benefitting from great 
national interest, and spurred by 
substantial national publicity and 
promotion. 


This contest, and subsequent con- 
tests offered one major prize, and 20 
other merchandise prizes for run- 
nersup. Entries received totalled 2,- 
200, which was considered good. 


> However, succeeding contests have 
benefited from the interest gener- 


ated by the preceding contest. The 
number of entries has increased each 
time, and a baseball contest held in 
1959 attracted more than 7,000 en- 
tries. The total cost of the 1959 con- 
test was about $5,000. 

In addition to the football bowl 


contest, these contests have been 
run: 


® Horse racing, with entrants asked 
to name the horses 1-2-3 in their 
order of finish in the Kentucky Der- 
by, Preakness and Belmont Stakes. 
(Spring, 1958) 


® Motion Picture Academy Awards 
(for women only), with entrants 
asked to name the winners in the 
six top categories of picture, actor, 
actress, supporting actor, supporting 
actress, music. (Spring, 1959) 


© Baseball, with entrants asked to 
name the 1-2-3-4 teams in their or- 
der of finish in the American and 
National Leagues. (Summer, 1959) 


>» All promotion for the contests is 
contained in one direct mail piece. It 
is not otherwise advertised. The 
piece for the 1959 baseball contest 
is typical of all four: it is 7/%4x16%”, 
printed two colors both sides, and 
folded twice into a 744x544” mailer. 
One side was devoted entirely to the 
contest, with an entry blank, a post- 
age paid business reply card; the 
other consisted of the reverse of the 
reply card, the address portion, and 
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things we can do at one time and do 
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brief copy for Transcon, with a list 
of its terminals. 

The piece was mailed to all Trans- 
con shippers and potential shippers 
or consignees. But, since the first 
contest, as interest in the contest 
has developed, salesmen have found 
the contest mailing piece is an effec- 
tive door opener. 

Of the 55,000 contest pieces printed 
for the baseball contest, almost 10,- 
000 were distributed personally by 
Transcon’s 90 salesmen. This has 
made the contests an important sales 
tool in the competitive trucking in- 
dustry. 


> The average traffic manager us- 
ually has five or six salesmen out- 
side his door. The contest, with its 
emphasis upon being currently in 
the news, gives the Transcon man 
something interesting to talk about. 
Another consideration is that the 
men called upon range from vice 
presidents in charge of a shipping 
department to clerks at a desk. One 
thing most of these contacts have in 
common is interest in the big sports 
events. 

Contest entries are used for fol- 
low-ups and leads. 

Several conclusions have been 
drawn from experience to date. 
First, since the basis of the contests 
is that the event concerned be na- 
tionally telecast, and have assured 
national interest, the timing of the 
contest is important. The contest 
ending date must be at the last pos- 
sible moment before the winners are 
actually known, in order to get the 
maximum from publicity and pro- 
motion impact associated with the 
event. 

This factor was negative for the 
Academy Awards contest. As a re- 
sult of misinformation received as to 
when the Academy Awards nomina- 
tions would be publicized, the clos- 
ing date was set too early. The num- 
ber of entries suffered from this fact, 
it is believed. 


h The prizes are not felt to be an 
important element in stirring up in- 
terest. As a result, since the first 
contest, only the major prize is 
named, with the remainder de- 
scribed as “20 other valuable mer- 
chandise prizes.” 

The total value of all prizes given 
makes it clear any contest response 
is based on its general interest, and 
not prizes. For example, the top 
prize has been a week end for two 
at some well-known place—Las 
Vegas, Hollywood. 

The top prize for the 1959 baseball 
contest was a week end for two and 
tickets to the Saturday and Sunday 
World Series games, in whatever 


city they might be. 

The total prize cost this year was 
$1,079. This could have been greater 
if the week end games had been in 
Chicago. But, due to the delay in 
starting the series, caused by the 
National League play-off, the game 
was in Los Angeles. The winner was 
in nearby Anaheim. 


>» The closeness of the 1959 National 
League pennant race illustrates the 
inherent values in the timeliness of 
the contests, and accent upon na- 
tional interest. The contest closed on 
August 31, 1959, at a time when the 
Nationat League outcome was still 
very much in doubt. 

In the last week of the regular 
season, when San Francisco was still 
in contention, there were approxi- 
mately 500 entrants with a chance of 
winning. When the play-offs deter- 
mined the final order of finish, there 
were five entries correctly listing the 
order of finish in both leagues. The 
winner was determined on the basis 
of the contest rule which specified 
that in case of a tie, the entry bear- 
ing the earliest postmark wins. 

One other sidelight on the baseball 
contest is that in order to be pro- 
tected with rooms and tickets for the 
series week end games, it was nec- 
essary to make room and tickets 
reservations in advance in San Fran- 
cisco, Los Angeles, Milwaukee and 
Chicago. 


> The 20 additional prizes this year 
were transistor radios. In general, 
however, it is believed advisable to 
give each runnerup his choice of one 
of three prizes of equivalent value. 
Then there is no detraction from 
contest appeal by offering prizes a 
potential entrant either has, or does- 
n’t want. 

Also, the local sales manager can 
make a personal contact with the 
winner, when he calls to offer the 
choice. It is felt this is a proper and 
more effective contest closer than 





Direct Advertising * 31 


%s, 
zZ ° 
& > 
e 


Neg 
Ly 
fo 


() 


APCO 


Coatedicovenr 


a ~ 
x ‘ e 
oe? ~ 
\ 


@ No “powder-puff patsie” — this Coated CHAMP 
of-them-all gives no quarter to scuffing or tearing, for this 
remarkable sheet is unusually tough and strong and 

has astonishing resistance to tearing and folding 
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is at its best for high quality catalogs, sales manuals, 
menus, programs, annual reports, counter displays, die-cut 
cards, swatches, etc. In addition to SUPERTUFF’s great 
strength and durability, both sides have an extremely high 
finished coating suitable for the utmost reproduction 
brilliance by Offset, Letterpress (up to 150-screen) 

or Silk Screen. Supertuff Coated Cover takes regular 

inks, process inks, metallic inks and high gloss inks... 
and can be laminated, varnished, lacquered, die-cut, 
scored and bound with mechanical or sewn 

bindings. SUPERTUFF has so many outstanding 

advantages that it has no 

equal anywhere... 

at any price! 

Write for Demonstration 

Portfolio, today. 


SUPERTUFF weighs-in at three classes: 
10 Pt. (Lightweight) 15 Pt. (Middleweight) 19 Pt. (Heavyweight) 
Stocked in white only. 20x26 23x35 26x40 

3 


a 





Full color 


MIRROKROME 
POSTCARDS 


E. reproduction 


at lowest costs—so you can 
afford.to use them for special 
promotions, dealer mailings, 
stuffers, as well as cards for 
hotels, motels, resorts. 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission - Chicago, 350 N. Clark 
Los Angeles, 1151 W. 6th - New York, 23 E. 26th 

Detroit, 16801 Wyoming - Baltimore, St. Paul & 24th 
Seattle, 322 Colman Bidg. + Portiand, 1325 S. W. 13th 


MSG SB i44. el 
BUSINESS FOR OVER 30 YEARS 


UR ltt eta 
LETTER & MAILING 
SERVICE 


MARIE 
DOES IT FASTER! 


You can count on Marie to handle your complete 
mailings — and be assured of prompt and ac- 
curate services. 

Work mailed for you or delivered to you. Marie 
has been handling all mailing details for a wide 
variety of clients for more than 30 years — 


Multigraphing * Fill-in on Multigraphed 
letters * Planographing * Addressing - 
Mimeographing * Printing * Addresso- 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main- 
tenance. 

Call Webach 2-8655 and Just Ask For Marie 


aa Leller Mtb tu 


431 SouTH DEARBORN STREET 
Cuicaco 5, Itt. WABASH 2-8655 


34 + GR * August 1960 








just the impersonal wire or air mail 
notification. 


> From the agency standpoint, Pey- 
ton Carroll, account executive, says 
the contests are successful because 
they meet the specifications for suc- 
cessful direct mail: 


1. High retention value. 
2. A corollary use as a sales tool. 


3. A “newspaper” quality of time- 
liness. 


Robert E. Flanegin, vice president 
for sales of Transcon, sums up by 
saying: “Because of the tremendous 
acceptance and interest by our cus- 
tomers, and the enthusiastic re- 
sponse by our own people, we plan 
to continue these contests. We con- 
sider the contests one of our most 
effective types of advertising.” 44 


New Just-A-Note Folders 
Safeguard Business Cards 


A clever “Poor Richard” idea can 
be seen in the Just-A-Note cards 
introduced by the Relief Printing 
Corp., Boston. 

Designed for direct mail use or 
for leaving with the receptionist, 
the Just-A-Note folders measure 
33x54” when closed and are 10” 
long when opened. A business card 
is securely held in die-cut slots on 
the right side of the folder, and a 
note to the customer can be written 
on the left side. 


The Poor Richard folder gives the 
business card an added advantage 
in size which keeps it from being 
lost in the shuffle and gives the 
salesman a chance to get his mes- 


sage across more vividly. 
- for more details circle 809, page 115 


Q & A Format 
Describes Crystaletter 


To describe the possibilities of 
“Crystaletter” in direct mail, Good- 
ren Products, Englewood, N.J., has 
released a conversational folder. 

Using a question and answer 
format, the folder describes the 
printed mailers on clear plastic, 
lists the advantages and ordering 
specifications. 

Also included is information on 
Crystaletter sizes, machine limita- 
tions and company art facilities. 


Copies of the folder are available. 
- for more details circle 810, page 115 


Telephone Subscriber Lists 
Described in MAC Booklet 


The sales potential in mailing 
lists made up from telephone sub- 
scribers throughout the country is 
described in a new booklet from the 
Mail Advertising Corp. of America, 
Lincoln, Neb. 

Names on the list can be selected 
geographically or according to the 
product sold, type of buyer needed 
or other individual seller require- 
ments. 

- for more details circle 811, page 115 


The Automatabel . . . New pressure-sensitive label, from Ever Ready Label Corp., ad- 
heres instantly to any smooth surface such as tabulating machine cards, file folders, 
envelopes, etc. Any business machine with a tractor feed or pin-feed platen can ac- 
commodate them as well as can typewriters with platen feeds. 
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TODAY, GONE TOMORROW 


TURPIN, MR. & MRS. GEORGE B. 


Nee nee ee ene ee ee eee an a Sea ane eee Y ra Te 







Mr. and Mrs. George B. Turpin 
28 Mill Road 
Westboro, Massachusetts 
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The Elliott Addressing System easily keeps 
your mailing list up to the minute 


THE AMERICAN PUBLIC IS CONSTANTLY ON 
THE MOVE, and the flexible Elliott Addressing 
System keeps right in step. Flexibility is essential to 
everybody who uses the United States mails to keep 


in touch with clients, customers, or patients —an out- 


of-date mailing list is a dead weight, useless, wasteful. 

The featherlight Elliott stencil can be made on an 
ordinary typewriter by anybody — economical to 
make, economical thereafter in operation, 


And there’s an Elliott Addressing System for 

ya : every size mailing list, from hundreds to millions 

. 4 % FEUNrTN designed to address mailing pieces from small size 
‘ 4 y , ) calling cards to mammoth broadsides. 


35,000,000 Americans moved last year. The Elliott Addressing 
System easily keeps pace with your ever-changing mailing lists. 


Elliott Addressing Machine Company ———— ~ 
143 Albany St., Dept. AR- 80, Cambridge, Mass. 
Please send me information about the cost-saving 


Elliott Addressing System suited to my size mailing list, 
which is. 


aca em ol 


Name & Title. 


Company 
A\\ 

MAXIMUM SELECTIVITY: 

Elliott can automatically 

address your special 

classifications, eliminate 

all other names. 
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a i Type of Business 
LIGHTWEIGHT — whole TYPEWRITEABLE — anyone 1 

tray of 125 stencils whocanrunatypeuwriter ; 

weighs only 8 ounces. can make stencils. 1 
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SPECTACULAR 


The spectacular sign is one of the phenomena of our 
time. Wherever people gather in large groups, wherever the 
traffic is high, whether it be in the center of Tokyo or of 
London, in New York’s Times Square or along Chicago’s 
Michigan Avenue, the effort and expense of installing a sign 
that combines light, color, motion and often other elements, 
becomes worth while. 

They combine the talents of the engineer, the designer 
and the advertising man—and often the reporter—to catch 
the eye and to gain impact on the mind of the consumer. Here 
is a collection of spectacular signs, using various. techniques 
to accomplish varied objectives. 


1. Competitive Sign ... To meet motel competition, four 
Winnipeg hotels operate a two-part sign. The first calls at- 
tention to the second, illustrated, 200 yards along the high- 
way, which indicates which hotels have vacancies, how to 
get to them, and offers a phone with which to call ahead. 
Vacancy indicators are controlled by remote control switches. 


Installation is by the Winnipeg branch of Neon Products of 
Canada, Vancouver, B.C. 


2. Weather for City Folk .. . Farmers watch the clouds and 
the birds to tell tomorrow’s weather, but Cincinnatians look 
for the weather sign, placed so it is visible along both streets 
of a busy intersection. More than 1,000’ of tubing in the plas- 
tic ball and legend indicate the weatherman’s predictions by 





RADIANT COLOR CO. 
830 Isabella St., Oakland 7, Calif 
461 W. Erie St., Chicago 10, Illinois 
249 W. 29th St., New York 1; New York 





POINT-OF-PURCHASE 
CARDBOARD CONSTRUCTION MAN 


We need a sample maker who knows 
motion, dimension, mounting and 
finishing. This nationally known firm 
handles all top consumer accounts. 
Many Company benefits, excellent 
working conditions and facilities — 
an opportunity for a good man. 
Phone collect or write. Roger Rex, 
Display Corporation, 521 No. Broad- 
way, Milwaukee, Wisconsin. BRoad- 
way 6-9222. 


ATTENTION 


7 9887 3) 
Tel ee a) 
Buiaaien 


Hu Cr baa elie 
om oo ik wee 
Tene tattt 


DOUGLAS MACK 
Pelee cs eee 
Francisco 14, Calif 





WANTED 2). 
4 OF DECALS 
RUBBERCAL® (plastic decal) is permanent, 
waterproof, tough. Applied without water in 
any kind of weather. You save many ways. 
Write for free samples and estimate — today. 


MULTI-COLOR PROCESS COMPANY 
321 SO. QUINCY + TULSA, OKLA 
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6. Writing with Gas . . 


. This sign, newly installed in Pittsburgh, seems to write a 


word in glowing gas, doing with neon what it took hundreds of bulbs to do. 


symbolic colors. Installation by the 
Cincinnati branch of Federal Sign 
& Signal Corp., Blue Island, Il. 


3. Coffee for Giants . .. Palates are 
tempted by this steaming cup of 
coffee in downtown Cleveland. Made 
of fiberglass, with a resin plastic 
base, the cup is 20’ across and 834’ 
deep. The steam is produced by a 75 
kw electric boiler. The jar is the 
giant economy size, holding 3,800 
pounds of coffee. Production was 
by the Packer Corp., Cleveland. 


4. News for Chicago . . . This sign, 
which overlooks the lakefront sec- 
tion of Michigan Av., is 135’ high, 
uses more than 5,500’ of neon tub- 
ing. The traveling news panel is 
operated from a special keyboard 
at WMAQ-WNBQ’s headquarters. 
It was designed by Douglas Leigh 
Inc., New York, and installed by the 
Federal Sign & Signal Corp., Blue 
Island, Ill. 


5S. Special for Baseball Fans ... 
Chicago’s Comiskey Park is the set- 
ting for this scoreboard which in 
addition to giving the facts, ex- 
presses wild enthusiasm for White 
Sox achievements. The Soxogram 
delivers a running commentary on 
the game’s progress. Designer was 
Bill Veeck, Sox president, who 
credits the play “Time of Your Life,” 
by William Saroyan, as his inspira- 
tion. Installation was by Spencer 
Display Co., New York. 


6. Writing on the Wall .. . In down- 
town Pittsburgh, the word ‘Serv- 
ice’, barely visible during the day, 
is written in glowing red neon at 
nighttime. Installed by Pittsburgh 
Outdoor Advertising Co., the new 
process, known as Moveri-Lux, 


is handled under license from the 
Canadian inventor Frederick W. E. 
Stapenhorst. This is the first U.S. 
installation, being preceded in North 
America only by a sign in Toronto. 
Using about 200 of tubing in six 
circuits, the sign does what was pre- 
viously handled with incandescent 
bulbs. 


7. Going with the Wind . . . This 
shopping center sign, in Rolling 
Meadows, just outside Chicago, 
weighs 5,000 pounds, but is so del- 
icately balanced that a wind of 
only a few miles per hour will swing 
it around. The sign, installed by 
Flashtric-Neon, Chicago, is 27’ long 
and 124’ high at its widest point, 
with its lowest point 3844’ above the 

44 


7. Sign and Wind Vane . . . This 5,000 
Ib. sign turns with even a slight wind. 
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LOOK SHARP -STAY NEAT ay SHINE! 
i = Regge * 
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the difference is 
QUPUND * 


Neater Looking, Longer Wearing Uniforms 


ACTION PERFORMANCE ... LONGEREWEAR iy 


DACRON 


POLYESTER. FIBER 


Having problems with large display panels? If you use 
transparencies, you have to give them the kid-glove treat- 
ment—which isn’t always easy in the fast-moving display 
business. 


CRONAPAQUE Print Film has been designed for 
rugged treatment. And it’s even more versatile than 
transparencies ... at a fraction of the cost. 


Tough Du Pont CRONAPAQUE is a high-speed, vari- 
able contrast emulsion on the toughest, most stable base 
known... CRONAR® polyester film base. CRONA- 
PAQUE can be oil or water-colored on either side for a 
multitude of interesting and eye-catching effects. 


Look at the display shown here, made up for a uni- 
form exhibit. The two panels on the left show a guard 
at the entrance to a plant. By reflected light, the effect 
is that of a rainy day. However, when light is switched 
on behind the panel, the effect becomes that of a brilliant 
sunny day—including a rainbow! 


CRONAPAQUE saves you money in art reproduc- 
tion, too. All the original art for this display was made 
one-quarter of the finished size, then blown up on 
CRONAPAQUE and hand-colored. The center panel 


was silk scrééned. 


If you’re looking for a new way to make your dis- 
plays sparkle... at a fraction of the cost you’re paying 
now ... you should find out more about CRONAPAQUE. 
We'll be glad to send you some literature and a processed 
sample. Write: E. I. du Pont de Nemours & Co. (Inc.), 
Photo Products Department, Nemours 2430-A, Wilming- 
ton 98, Delaware. In Canada: Du Pont of Canada 


Limited, Toronto. *Du Pont’s trademark for its polyester photographic print film 
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BETTER THINGS FOR BETTER LIVING, . THROUGH CHEMISTRY 


MORE OF 
YOUR SIGNS 


WILL GO UP 

IN MORE PLACES 

MORE OFTEN 

if you specify FASSON Self-Adhesive Materials 


Fasson is easier to use. Just peel the backing paper off . . . press in 
place. That's all. No soaking, no dripping, nothing to clean up. 
Salesmen, route men, dealers like to put up Fasson signs. 


Excellent variety. Colorful papers, gleaming foils, weatherproof 
vinyls, clear acetates. All can be silk screened, printed, or litho- 
graphed perfectly . . . beautifully! 


Two adhesives. Permanent — actually sticks tighter with time. Tem- 
porary — removes easily, slick as a whistle. 


Prove it yourself. Write for samples. Dept. A-8. 


Fasson Products 
fu <4 017 A Division of Avery Adhesive Products, Inc. 
250 Chester Street * Painesville, Ohio 

Makers of Self-Adhesive Papers * Foils * Films * For Converters 
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By Leo J. Fidler 
President, Timely Service Inc. 
Brooklyn, N.Y. 


There is a tremendous conflict 
between the creative aspect of dis- 
play and its business aspect. There 
is a continuing struggle, every day, 
and with every order, between the 
search for new, fresh, creative ideas 
on the one hand, and the business 
of making a profit, every day, every 
order, on the other. 

The business side screams: “Do 
the same thing!” And in general, 
the forces of business have won this 
battle. Walk down any business 
street and you can see for yourself 
how the creative aspect has lost out. 
In window after window, you'll see 
displays that look alike — slick, 
professional, to be sure, but with a 
look-alike-ness that is frightening. 

“What’s so terrible about this?” 
you ask. It is terrible because it 
means that we have become so in- 
volved in producing displays quickly 
and efficiently and profitably that 
we've forgotten why we are produc- 
ing them. There is only one reason 
— and that is to make sales. But 


This article is based on a speech given 
before a membership meeting of the 
Point-of-Purchase Advertising Institute, 


How to be 
wn point -of -purchase 


It’s easy to get into a rut in p.o.p. design, whether you're 
a buyer or a producer. Here are the seven sins of same- 
ness and the seven steps to creativity. 


before we can sell a product, we 
must attract attention to it. And 
miles and miles of monotony, in the 
shape of look-alike displays, will 
not attract attention or arouse in- 
terest. 


> It’s about time we faced up to a 
basic truth. Most display builders 
are concentrating too much on pro- 
ducing displays and not enough on 
creating for them. Producing dis- 
plays makes money; creating them 
costs money. So producers spend as 
little as possible on creating. 

I’m not against production im- 
provements and developments. These 
are absolutely necessary. But don’t 
overbalance the productive at the 
expense of the creative. 


> This is not an easy problem to 
solve. But it may help lead us to a 
solution if we examine what I have 
dubbed the “seven deadly sins of 
sameness — the enemies of creativ- 
ity.” Trying to eliminate these sins 
will be difficult, especially since 
many of the sins of sameness are 
the virtues of making a profit. These 
sins, like the solutions suggested 
later, are aimed primarily at the 
supplier, the producer. They apply 
only indirectly to the buyer, the 
man who pays the price — in more 


ways than one — but it is he who 
basically determines the structure 
of the industry, through his actions. 


1. Overvaluing Your Plant . . 
A producer with a plant which can 
turn out fine displays in tremendous 
quantities at a low cost is a very 
fortunate producer. But he is vul- 
nerable, for quantity means repe- 
tition and repetition is just another 
word for sameness. The great temp- 
tation for the producer is to sell his 
plant instead of his ideas. The qual- 
ity of his work and his ability to 
deliver at a low price become the 
only factors, rather than his ability 
to develop an idea that can sell 
merchandise. The first sin amounts 
to placing too great a value on the 
productive factory and too little 
emphasis on the idea factory. 


2. Designing for Equipment. . 
This sin, all too common, is an off- 
shoot of Sin +1. It shows up in 
many ways. The salesman talks 
about selling sheets rather than dis- 
plays. The artist designs in terms of 
the machines in the other room, not 
in terms of the job assigned the 
display. 

If we designed the display first, 
and then figured out how to pro- 
duce it, how much more original 
we could get! Good equipment is a 
“must,” of course, but equipment 
can only produce, it cannot create. 
To force creative people to design 
primarily in terms of specific ma- 
chines means that all that will come 
out is the mechanical output of 
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those machines — a never-varying 
product! 


3. Adhering to a Success For- 
mula .. Once you have hit upon 
something which has had a tremen- 
dous reception, you tend to trot it 
out as the solution every time a 
similar problem arises. It's easy and 
profitable. No thinking; no experi- 
menting; no sweating. 

The only trouble is that the solu- 
tion tends to lose its impact; that 
you begin to force more and more 
situations into a formula; and that 
competitors, seeing you at work, get 
on the band wagon. 

Gone is the newness, and every- 
thing is the same again. 


4. Relying on a Morgue. . Every 
firm has a morgue — a collection 
of old sketches, both accepted and 
rejected, clippings, art directors’ 
annuals, publications, and so on. 

In comes a problem. Off to the 
morgue we rush, looking for a quick 
solution, developed by somebody 
else for some other problem. All we 
are doing is repeating what we’ve 
done before, or what other people 
have done before. 

But isn’t the morgue used just to 
start the ball rolling? Occasionally, 
but too often it is a finishing point, 


the place where 


stifled. 


5. Conforming to What's being 
Done .. The supermarket is hot 
for pole displays — let’s do pole 
displays. Jumble bins are the thing 
in liquor stores — let’s do jumble 
bins. Vinyl plaques are big for back 
bars —- let’s do vinyl plaques. 
There’s a trend to light robbers — 
let’s get out a light robber. Imita- 
tion replaces creation. Conformity 
keeps us doing just what everybody 
else is doing. 


originality is 


6. Over-Catering to the Cus- 
tomer .. This is almost sacrilege. 
Isn’t this the country where the 
customer is always right? But you 
can cater to the customer too much 
— and many of us do! 

Suppose somebody from the com- 
pany presents us a problem. He may 
tell us what his company did the 
previous year. Do we say “Well, 
that may have been okay last year, 
but it won’t work this year” or 
“Let’s skip last year and start from 
scratch to develop something really 
different.”? 

Not very often. What we usually 
say is “If that’s what you want, Joe, 
we'll give it to you.” 

Or if the customer brings in his 


NEW! 


ADVERTISING AGENCY 
and 
STUDIO SKILLS 


Gemex Motion Display . . . Motion and 
light combine for interest in this revolv- 
ing display by Pantone Inc. The Gemex 
watchbands are reflected in an angled 
mirror. Light from within drum serves 
as eye-catcher and night light for dealer. 


advertising, do we say, “We'll give 
you something that goes with it?” 
and do little more than ride along? 

If we take company policy as the 
ultimate word, or worry too much 
about what our customer’s clients 
are doing, or what the top brass 
might like, rather than the job of 
moving merchandise, we will never 
come up with something new and 
exciting. 

If our objective is to be creative, 
we will fail if we cater to the cus- 
tomer too much. In the long run, if 
we give him something original, 
even if it runs counter to his in- 
structions, we do a better job for 
him — as well as for ourselves — 
than if we slavishly stuck to his 
time-worn patterns. 


A guide to the 7. Getting the Habit of Com- 


placency .. This is the deadliest 
of all, for if we become satisfied 
with what we have just done, we’ll 
never go on to do something better. 
Complacency is the strongest ally 
of sameness, and the toughest ene- 
my of creativity. 


preparation of Art 
and Mechanicals 


for reproduction 


By TOM CARDAMONE 


over 250 illustrations. 


$4.75 


For Art Directors, Production Managers, Printers, Designers, » These seven sins are strong ones, 
and they affect both the supplier 
(of whom I am one) and the buyer 
alike. The way out of the hole into 
which these sins plunge you is up 
up mechanicals, printing processes, proportional scaling, and the ladder of creativity. And this 
layout reproduction specifications. 128 pages 6 x 9 quality bind- | ladder, I have found, has seven 
: | steps. 

ing. 


AT YOUR BOOK OR ART MATERIALS DEALER OR ORDER FROM: 


WATSON-GUPTILL PUBLICATIONS, INC. 
24 West 40th Street, New York 18, N. Y. 


In N.Y.C. add 3% sales tax 


Studio Managers, Mechanical Men, Printing Salesmen, Students. 
Brings together for the first time specific information on studio 


and agency problems, including materials and their uses, making 


1. Change your Personal Cli- 
mate .. Nothing changes in any 
organization until the people at the 
top change first. 

In talking to a display executive 
recently, I mentioned how lucky he 
was to have his office so close to 





the Museum of Modern Art. He 
answered, “I’ve never been there.” 
I was shocked, not only because he 
was missing a source of continual 
inspiration, but because he was in 
a creative business, but had refused 
to live in a creative climate. 

Ask yourself when was the last 
time you went to an art museum, 
or participated in a cultural forum 
or attended the ballet or the theater. 
What was the last book you read 
on the history of art, or of a spe- 
cific culture? When did you stop to 
look at the windows of our metro- 
politan department stores? 

All of these areas are stimulating, 
exciting, the sources of new ideas. 
You need these contacts to keep 
you thinking. 


2. Develop the Creative Climate 
- - Get your people to adopt the new 
approach. Help them look at the 
work around them, from art shows 
and advertising shows to trade 
shows and the latest movies. Get 
them absorbed in the added dimen- 


sion of the new order to supplement 
the old. 


3. Experiment Continuously . . 
Set up a separate experimental de- 
partment. If you can’t afford this, 
set up some experimental projects 
on a spare time basis, or for slack 
periods. The object should be to 
make your equipment do new 
things, to see if anything you are 
doing could be done better. This 
will get your plant personnel work- 
ing with your designers. Experi- 
ment is the heart of creativity and 
the enemy of complacency. 


4. Develop New Processes and 
Techniques .. Now your displays 
will start taking on a new look, 
because you are adding something 
new and different. It might be a 
new finish or a new texture or a 
new color effect. It could work in 
any direction, but it will be new 
and your work will begin to look 
different. 


5. Discover and Use New Ma- 
terials . . Keep your eyes open for 
the latest developments in science 
and technology, the new materials. 
They’re popping up all around, but 
few of their developers have 
thought of their p.o.p. use. Their 
possibilities can transform the en- 
tire concept of point-of-purchase. 

Take the trouble to find these 
new materials; train your people to 
explore them for your purposes; 
and the whole problem of same- 
ness will vanish. 


6. Pamper your Artists . . In a 
field where originality is a prize, 
the originator should be prized. 





here’s proof 


PAY BIG | 
DIVIDENDS! 


Countless leading companies 
have proved that Geeco signs 
increase sales and profit! 


Whatever you sell... 
however you sell it, Geeco 
signs and displays will 
deliver the same impressive 
“dollar value” results 

for you! 


Mail this coupon today for full details: 


Prove it will pay me to use Geeco merchandising aids. 
I’m interested in: 


[_] Outdoor lighted & Indoor lighted —[_] Displays 


C) Nh riseramnmclg shellac 


ass teste 


ADDRESS. 


GEECO, INC. P.O. Box 361, Saint Joseph, Missouri e Phone ADams 3-3168 / TWX:ZJ8302 


Call your Geeco representative: Detroit, TR. 3-0200 + Chicago, ST. 2-8457 * Minneapolis, FE. 8-6785 
Tulsa, LU. 4-3394 + Los Angeles, OL. 5-8457 +» Cleveland, WA. 1-4780 « Indianapolis, ME. 4-6609 
Des Moines, AT. 8-4889 + Kansas City, VI. 2-4933 » New York, Al. 5-1440 + Dallas, WH. 3-7573 
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FREE 


IDEAS FOR 
BUILDING SALES! 


601 W. 26 St., 


VUE-MORE $ New York 1. 


Rush a copy of your new Catalog. 


Company 
Address 


City 


A terrific new 
catalog  describ- 
ing the complete 
line of VUE- 
MORE display 


turntables and | 
BREVEL anima- | 


tion motors. 


Write for your copy today. 
Use the handy coupon above! 


VUE-MORE Turntables are: 


QUIET PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 

U-L APPROVED 


AND FOR YOUR ANIMATED DISPLAYS: 


Quiet, versatile, efficient Brevel motors 
are designed for maximum power and 
precise movement—yet compact enough 
to be used in any motion display. 
Write today for details. 


VUE- MORE bhatt tattle dn 


eee 


te er artis Mw YORK } 
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He’s the goose that lays the golden 
eggs, so treat him that way, and not 
as a necessary evil or an oddball. 

A good artist must be sensitive, 
and it is your responsibility to un- 
derstand that sensitivity. Don’t re- 
strict him too much with detailed 
specifications. Don’t inhibit him 
with a list of don’ts. Never put him 
under the thumb of the production 
departments. 

Give him free rein, let him go 
and he'll set the pace for you. If 
an artist is very talented, he may 
drive you crazy. He may challenge 
your production facilities. He may 
turn your whole organization up- 
side-down. But he'll lead you into 
new ways, he'll stimulate your 
imagination, he'll fight off stagna- 
tion. 


7. Educate your Customer .. This 
is usually a real missionary job. It 
is a rough, over-and-over-again re- 
cital of the advantages of new pat- 
terns over old. It demands your 
arousing excitement about what 
you're doing, fighting fears of new 
things, upsetting tastes and atti- 
tudes that have been frozen years 
before. 

But the best way is in the pres- 
entation. Here, do most of the 
sketches the way the customer 
ordered. Then doa couple the way 
you think they should be done. Pin 
no expectations — only the slim- 


mest hope — on these. We call 
them thumbnose sketches, because 
with them we thumb our noses at 
old thinking. 

More often than not, they are re- 
jected. But we keep coming up 
with new ones. And every once in 
a while something happens. Some- 
body buys one. It turns into a suc- 
cessful display. The process of ed- 
ucation is over. The customer is on 
our side. 


>» These seven steps are all you 
need to do to climb up the ladder 
of creativity. It’s a hard climb out 
of the hole of sameness. Some of the 
methods sound very unbusinesslike, 
ruinous in cost. But in the long run, 
they will be more profitable than 
anything else you can do. 

These seven steps were originally 
written for the producer of p.o.p. 
rather than for the buyer. But just 
as it takes two to make a marriage, 
it takes two to produce a finished 
display, and the buyer is even 
more important than the producer 
in establishing the creative atmas- 
phere. If the buyer develops an ap- 
preciation of creativity in his own 
outlook, and encourages creativity 
in the suppliers with whom he 
deals, the net result will be more 
effective point-of-purchase displays, 
more interesting ones and a far 
greater satisfaction for all con- 
cerned. « 


Make money at hondk-@ie"wve do 
Raise and sell your own Squid. 
Harmless and lovable. Wonderful 
as companion. Small investment of 
$2500 will bring you initial shi 

ment of 200 Squid. Watch them 
multiply! No phone orders or 


C.0.D.'s. Write: Crazy Adg Inc. so09 exeeicion BLD. MPLS. 


@ 1959 CRAZY ADS ING. NO.101 


Fun For The Straphangers . . 


— 


. Crazy Ads, developed by Bell Productions, New York, 


give alert transit riders a chance to chuckle while riding back and forth to work. 
Created by Alan Abel, president Bell Productions, Crazy Ads are designed to get transit 


travelers to pay more attention to car cards. Mr 


. Abel offers as proof of their worth 


the many replies he gets from ads such as the one above. 





LOOK! AT LAST? 


A NEW BASIC DISPLAY PRINCIPLE! 
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“WONDERSPAN’”’ DISPLAY ARCH 


For the very first time, in a matter of minutes, you can 
have exciting spectacular displays, spanning arches above 
counters, running either lengthwise of gondolas or actoss 
aisles (well over people’s heads). This positive, all steel 
and wire, bridge-like construction permits you to build 
large, two-sided displays, incorporating lights and mo- 
tion, and using all types of display materials. 

Unbelievable savings can be made in display material 
by well-planned point-of-purchase programs. The ‘““Won- 
derspan” can be used as a permanent installation or as a 
temporary unit. 

Think of using and controlling this heretofore unused 
choice display area. Store managers will enthusiastically 
welcome the use of “Wonderspan” for your promotions 


as well as their own. The unit can be shipped by 
parcel post. 


The ‘‘Wonderspan” arch is available in two models. 


Model No. 500. Sturdy construction, all-purpose, for 
heavy loads as described above. 


Model No. 100. Single-wire construction with steel 
base plates — a considerably less expensive unit. An 
ideal arch for the use of paper banners, streamers, 
light cardboard, fabrics, garlands, etc. 


NOTE: MANUFACTURERS cand BROKERS 


The ““Wonderspan” is available to you for your own 
design creations. 


Write today for descriptive booklet showing the many 
uses of the “Wonderspan” and complete price list. 


JOHNSTONS & ASSOCIATES -: DISPLAY DESIGNERS & PRODUCERS 


9Lg¢&- CROSSTOWN 


PARKWAY 


KALAMAZOO, MICHIGAN 
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Morton Salt Develops 
helps sell Decorative Containers 


HANKSCRAFT i 
aving proved the consumer ac- 


Display ceptance of the disposable Morton 
“Salters,” so popular with cooks and 
Animation picnicers, the company is now mar- 
keting them in decorative designs 
for more formal dining areas. 
They are available in a stream- 
lined styling of either silver and 
black or a modern pattern in gold 


This striking display successfully 
urges supermarket shoppers to 
“move up to SCHLITZ.” The color- 
ful miniature billboards continuous- 
ly circle the center pole while the 
facsimile Schlitz can rotates above 
them. Motion is supplied by the 
unique Hankscraft battery-operated 
Rotary Motor. Both motor and bat- 
teries fit securely inside the pole. 
Like all Hankscraft battery-operated 
display motors, it operates for many 
weeks without attention. 

COMPLETE ENGINEERING SERVICE for 


animating displays of all sizes, AC-powered 
or battery-operated. Send dummy to: 


HANKSCRAFT COMPANY Fe 
Display Motor Division 5 : Forbes Lithograph Mfg. Co, 5 
REEDSBURG, WISCONSIN te ed for the Jos. Schlitz Hi-Style Morton Salters . . . New hi-style 
' Brewing Company 4 di | lack 
World's Largest Manufacturer of Battery- ; containers are isposable but lack com- 
Operated Display Motors. Sales Offices in 


these principal cities: Chicago * Philadelphia ' | mercial copy, feature decorative decor. 
Minneapolis * New York * Dallas * Toronto “ 
(Ontario) * Son Francisco (Eriach Lee Co.) 





and copper, to go with almost any 
kind of dining room decor. 

“Shelf tests in four markets 
proved consumers really go for 
these new Salter designs,” said Ray- 
mond L. Pierobon, Morton’s prod- 
uct development manager. “Both 
package designs have a refreshing 
non-commercial appearance and 
modern decorator colors women es- 
pecially like. Wherever these new 
packages were tested, total Salter 
ms sales increased considerably.” 

As part of the consumer promo- 

ei tion, the new Salter packs feature a 

J. M. BUNDSCHO, INC., Advertising Typographers couun eller bovine: thie pischosee 
$2 on a $3.50 wooden pepper mill. 
The premium is available in either 
ebony black or golden cherry to 
complement the new designs. 44 


180 North Wabash Ave. © RAndolph 6-7292 * Chicago 1 





Magnetic Display Holder 
Produced by Trans-Plastic 


THE INDUSTRY'S GREATEST A midget-sized holder for shelf- 
THREE-DAY SIGN AND MAR. talkers or price-tags at the point 
KETING EVENT. MARK YOUR of sale has been introduced by 
BUSINESS CALENDAR NOW. Trans-Plastic Inc., Chicago. 
OCTOBER 25, 26 AND 27, Marketed under the name of 
KNOXVILLE AND GATLINBURG. “Migi,” the display holder consists 
VERNESISE. of a permanent magnet and a strong 

spring-action clip. Through its 
ability to be magnetized, Migi can 
: be placed on any steel object to 
hold p.o.p. materials, eliminating the 
plast i Me inc. problems of installation. 
noxville Tennessee “ 7 : 
Literature is available. 


Attendance by personal invitation to many of America’s leading marketing specialists. . for more details circle 813, page 115 
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By Bernard Gelman 


“How to liven up a magazine lay- 
out with a dead fish” was one of 
several ideas suggested by members 
of the Thomas Claydon Printing 
Company Inc., New York, to editors 


. \,of House Magazine Institute re- 


| HOW TO GETA 
- LVeLY LeyOul 


There are simple tricks to making interesting and inexpensive art, 
which all editors and promotion people should remember. 


‘cently. 

‘Attention was called to simple 
eas, such as blowing up drawings 
i. ‘stats, using type ornaments to 
~ background designs, con- 
minty different colored printing 
f paper stocks, and using 
wl. stocks, such as safety paper. 
vera dummy layouts were 
e@ in miniature to illustrate 
some of these novel ideas 

would look in a two-page spread. 


> One of these was created by cov- 
ering a dead fish with India ink and 
pressing it against a sheet of trac- 
ing paper. The resulting impres- 
sion, when printed, provided a 
unique “attention getter” for a lay- 
out on camping or vacation time. 

In the same manner, artwork was 
prepared from a potato that had 
been cut in half. By taking a poster 
paint impression of the potato’s mid- 
section, an interesting, textured 
background was created. Going 
even further, drawings and letters 
were cut into the potato’s mid-sec- 
tion, to provide small textured il- 
lustrations. 

India ink was also used to create 
a striking shadow portrait for an- 
other spread. Working on tracing 
tissue over a photograph, the artist 
brushed the ink onto the tissue over 
the dark areas of the photograph. 
The resulting line illustration con- 
veyed an exceptionally powerful 
feeling of depth. 


> An eye-catching full page illus- 
tration was created for another 
spread by blowing up a_ small 
photograph with stats. Because this 
process intensified the light and 
dark areas, the photograph gained 
so much contrast that it attracted 
the reader and accentuated the 
adjacent page of text. 

In another spread, large wooden 
display type was used to create one 
word that covered a page and a 
half. The word was “WHY” and led 
directly into a subhead over a half 
page (one column) of explanatory 
text. 

Another spread, with a large- 
type, one-word headline of “HELP,” 
stressed the need for aid by using 
a letter “E” that had been broken 
in half. 

The final spread showed a page 
layout using enlarged type bars 
that are ordinarily printed on busi- 
ness reply mail. These bars—with 
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ARE WE STRIKING? 
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their interesting, magnified imper- 
fections—were arranged in three 
rows of ten each, except for the 
omission of one bar from the last 
row. Type, indicating a hypotheti- 
cal theme for the layout, “SICK— 
ONE DAY OUT OF THIRTY,” oc- 
cupied the space of the missing 
bar. To relate the adjacent page of 
text with the illustration, the miss- 
ing bar was placed at the article’s 
end. 


> Several of these gimmicks—such 
as the fish and potato impressions— 
probably “began in kindergarten,” 
but these little tricks “can really 
liven up a printed page.” 44 
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a dictionary to turn 
an ad you write in 
English into a 
foreign language. 
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When Your Ad 
Goes Overseas 


By Hal Underhill 


The export department of the 
agency in New York sent the copy 
down, and it stated that the product 
was flavorful, in fact, “con puro 
sabor a huerto.” Harwood Hull, 
president of San Juan’s Publicidad 
Badillo, got on the phone and called 
New York. 

“We can’t run that copy here,” he 
said. “In Puerto Rico it would trans- 
late ‘with a flavor like the dirt in the 
garden’.” New York resisted, went 
to high scholarly authorities who 
said the Spanish was perfect, de- 
manded publication of:the ad. Hull, 


who was born and raised in Puerto 
Rico and attended the University 
here, got back on the overseas phone 
and said to blazes with scholarship, 
the wording would make of the ad a 
big joke. New York insisted and the 
ad ran, with the results predicted. 


> That’s just one of the problems in- 
volved in wording an ad for the 
Latin American market. There are 
others. Any one of a dozen very 
simple words in one country may 
be unprintable, or unmentionable, in 
another, because they have entirely 
different connotations. (In Puerto 
Rico, La Concha is a shell, and also 
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their interesting, magnified imper- 
fections—were arranged in three 
rows of ten each, except for the 
omission of one bar from the last 
row. Type, indicating a hypotheti- 
cal theme for the layout, “SICK— 
ONE DAY OUT OF THIRTY,” oc- 
cupied the space of the missing 
bar. To relate the adjacent page of 
text with the illustration, the miss- 
ing bar was placed at the article’s 
end. 


> Several of these gimmicks—such 
as the fish and potato impressions— 
probably “began in kindergarten,” 
but these little tricks “can really 
liven up a printed page.” 44 
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When Your Ad 
Goes Overseas 


By Hal Underhill 


The export department of the 
agency in New York sent the copy 
down, and it stated that the product 
was flavorful, in fact, “con puro 
sabor a huerto.” Harwood Hull, 
president of San Juan’s Publicidad 
Badillo, got on the phone and called 
New York. 

“We can’t run that copy here,” he 
said. “In Puerto Rico it would trans- 
late ‘with a flavor like the dirt in the 
garden’.” New York resisted, went 
to high scholarly authorities who 
said the Spanish was perfect, de- 
manded publication of-the ad. Hull, 


who was born and raised in Puerto 
Rico and attended the University 
here, got back on the overseas phone 
and said to blazes with scholarship, 
the wording would make of the ad a 
big joke. New York insisted and the 
ad ran, with the results predicted. 


> That’s just one of the problems in- 
volved in wording an ad for the 
Latin American market. There are 
others. Any one of a dozen very 
simple words in one country may 
be unprintable, or unmentionable, in 
another, because they have entirely 
different connotations. (In Puerto 
Rico, La Concha is a shell, and also 
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the name of one of the newest ho- 
tels. In Venezuela, it’s something 
else again). 

“That’s why,” says Mr. Hull, “it’s 
always best to deal with a local 
agency that knows the market, the 
customs, the language, the best 
method of presentation.” That’s why 
most of the $18 million being spent 
on media advertising in Puerto Rico 
this year is going through local 
firms—including Badillo, the local 
offices of McCann-Erickson, Young 
& Rubicam, and any one of a 
dozen other agencies here. 

One of Badillo’s big successes here 
that suggests the need for tailor- 
made campaigns to reach Latin 
American markets is the Marlboro 
story. Up to four or five years ago, 
Chesterfield dominated the cigaret 
market in Puerto Rico. It had got a 
head start during the war years and 
was all but impregnable. Philip 
Morris decided to start from scratch 
and introduce its filter-tip Marl- 
boros to Puerto Rico. 


> Problem number one arose im- 
mediately. How do you say “Flip 
Top Box” in Spanish? Even pro- 
nouncing the words with a Spanish 
accent, they would have come out 
“Fleep Toap Boaks,” making no 
sense at all. A few skull-sessions 
resulted in a bright compromise— 
“Cajetilla Maravilla” (marvelous 
little package). 

Next, another Marlboro symbol, 
the tattoo, had to go, much to the 
distress of creative ad men who had 
dreamed up and fostered the idea in 
the States. Why? Because in Puerto 
Rico tattooing is considered lower 
class—“bajo mundo.” 


> With no tattoo, and a cajetilla 
maravilla, they were ready to go— 
except for one more thing. In the 
rural and semi-rural areas of Puer- 
to Rico, and even to a degree in the 
cities, buying cigarets singly, or at a 
price of three for a nickel, is a com- 
mon practice. New Yorkers, it will 
be recalled, used to do the same 
thing in candy stores twenty years 
ago. 

Marlboro’s couldn’t very well be 
sold loose, so an alternate solution 
was devised, and another name as 
well. Now, the “Marlbolito,” a small 
pack of ten cigarets, in the flip-top 
box, is to be had everywhere. Marl- 
boro, following Hull’s suggestion, 
pioneered this kind of pack, and 
other brands have since followed. A 
Marlbolito sells for 18¢, 
35¢ for a pack of 20. 


versus 


> With the proper size pack, a Marl- 
boro man “con mustachio,” and “sin 
tatuate” (without tattoo), the 


groundwork had been laid. The ini- 
tial target was the top income brack- 
ets, and to reach them, a newspaper 
and tv campaign was launched. As 
sales increased, the middle-income 
brackets were sought out, and this 
meant reaching radio owners. More 
tv spots were added as time passed, 
and the tempo of radio advertising 
increased. The familiar Marlboro 
jingle was retained, and set to pop- 
ular Cha Cha and Merengue 
rhythms... . there’s even a Christ- 
mas carol version. Instead of a 
yachtsman, the Marlboro man be- 
came a Latin man of action—a 
Capata de Finoa, (overseer of a 
plantation), or a soldier, a telephone 
lineman, a chess player in a land 
where chess is a highly popular di- 
version. In all cases, models have 
been eschewed in favor of real peo- 
ple doing a real job, for maximum 
authenticity. 

As a result of the campaign, Marl- 
boro outsells all filter cigarets—in 
fact sells more than all other filter 
tips combined, in Puerto Rico. It 
was all done for less than $200,000. 


> A singular marketing problem in 
Puerto Rico was also overcome by 
the force of the campaign. The little 
friquitinas in the mountains, selling 
various products, seldom can afford 
to keep large stocks of any kind of 
merchandise. So they sell only the 
most popular brand. Hence one rea- 
son for Chesterfield’s supremacy for 
so many years. Once a brand be- 
comes popular the tiny general 
stores will stock it—which is what 
eventually happened with Marlboro. 
It can now be found everywhere 
from the broad avenues in San Juan 
to the tiny, 3,000’ high hamlets in 
the mountains between San Juan 
and Ponce. 

It’s considerations like all those 
mentioned that buttress Harwood 
Hull’s belief that only local agencies, 


New Rubber Stamp . . . StamPak Sales 
Co., 255 Park Av. So., N.Y. 10, is mar- 
keting this new design in rubber stamps. 
The unit sells for $6.50. Ink pads are 
inside each unit. 





or Stateside agencies with local of- 
fices, can handle local problems. 

Speaking for Puerto Rico, he is 
in agreement with most of the other 
local ad men here, who think the Is- 
land commonwealth with its popu- 
lation of over 2,250,000 is an ideal 
test market for basic approaches and 
appeals in Latin America, as well as 
a golden door to sales. “You can be 
fairly sure,” Mr. Hull says, “that if 
a campaign works here, it will prob- 
ably work well in much of Latin 
America, barring individual differ- 
ences based on buying patterns, re- 
sponse to certain appeals, and so 
forth.” 

For a relatively small sum, he 
points out, the entire population in 
this island community that is only 
3,000-odd square miles in size, can 
be blanketed effectively. Only about 
$500,000 or so is spent on media ad- 
vertising of cigarets here, but with 
excellent results. 


> And, the final comment on the 
vagaries of the language barrier 
deals with the American tourist 
who went back to his hotel to rout 
out his comrades and tell them 
about the signs, displayed on big 
double beds in the windows of 
stores, stating “Sin Pronto.” It 
means, not what it seems to mean, 
but rather “No Down Payment.” ¢4 


Arizona Source Lists 
Antique, Ornate Types 


A folder listing antique and or- 
nate foundry types handled by 
Typefounders Inc., Phoenix, Ariz., 
has been issued by that company. 

Included are such relics as Jim 
Crow, Arboret, Lexington, and An- 
glo, plus a series of dingbats. 

Copies of the folder are available. 

- for more details circle 808, page 115 
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Macnetic 
[ | Ink 
CHARACTERS 
This new language of business will soon 
be imprinted on checks, statements and 
many kinds of business forms for fast 


electronic sorting and handling. 


Warwick Typographers is now 
equipped to supply large or small 
quantities of MIC customer account 
numbers for imprinting needs. These 
may be ordered on Fotosetter film ready 
for platemaking or as reproduction 
proofs for all Litho processes of 
imprinting. Foundry type available 


for letterpress printing. 


FREE SAMPLE: Send for 


a sample of Warwick MIC on film. 


Warwick Typographers, Inc. 


920 Washington Ave. + St. Louis 1, Mo. 


Overnight Service by Air... Right to Your Desk 


BRAND NEW 
CURRENT ICCUE 


CLIP BOOK of LINE ART 


YOURS FOR 30-DAY FREE EXAMINATION 


Try it in your own office for 30 days! Puts professional 
flavor into low-budget paste ups . saves time and 
money. Used by ad agencies, art studios, printers and 
industry. Dozens of top quality line drawings every 
month. Ready to use — just clip and paste! Just jot 
a memo on your company letterhead: “Send me the 


current "‘Clip Book of Line Art’’ on 30-day approval.” 
No obligation! 





HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 1, NEW JERSEY 











Fine Screen 


This container by Packaging 
Corp. of America features 50 line screen process. 






Christmas Man . 


CORRUGATED GOES 


Carton by Stone Container Corp 


. . Man and billboard display were lithographed, then 
stapled to corrugated by the Merrick Co. 


The lowly corrugated shipping box, once decorated with nothing 
more than a utilitarian stencil, has blossomed out. It now is a travel- 


ing ad, a portable display, a sales tool, if you plan if so. 


By Ed Sachs 
AR Associate Editor 


The corrugated container, work- 
horse of mass distribution, has be- 
come a vital sales promotion tool. 

Printing on corrugated, carrying 
all kinds of promotional and adver- 
tising messages, is now a matter of 
multicolors, interesting patterns and 
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fine pictorial effects to a degree con- 
sidered impossible a few years ago. 
As you talk to people in the indus- 
try, you keep encountering the slo- 
gan “Corrugated goes beautiful” 
which even though it smacks of 
press agentry, remains a valid re- 
port of industry developments. 


> When you look at sales figures and 








Family Resemblance . . 


corrugated cartons (via Stone Container) with GE logo. 


volume totals, it becomes apparent 
that someone out there must like 
corrugated. “In 1958, enough cor- 
rugated board was produced to cov- 
er the state of Delaware, the District 
of Columbia and still have enough 
left over to put a roof across the 
Grand Canyon,” Boxboard Contain- 
ers has reported. 

In 1958, corrugated volume, meas- 
ured in square feet was 96,013,600,- 
000. In 1959, it went up 12.7% and 
this is the way it has been increas- 
ing for several years. In 1958, it has 
been calculated, over 12 billion cor- 
rugated boxes, 70 for every man, 
woman and child in the United 
States were sold and in cash regis- 
ter figures, dollar-volume of cor- 
rugated in 1959 reached $1.75 bil- 
lion. 


- 


> Perhaps the main reason for the 


. GE small appliances come in 


if 
‘ 


growth in use of corrugated, usually 
at the expense of the wooden box or 
crate, stems from these factors: 


® The shift of big, household appli- 
ances and furniture from  wire- 
bound crates to enclosed, trade- 
marked corrugated containers. 


@ The movement of fruit and pro- 
duce from the traditional veneer 
crates and baskets to special, cor- 
rugated boxes. 


® The swing of beer and soft drinks 
to one-way bottles and cans, elim- 
inating the necessity of returnable 
wooden cases. 


e The wartime development of 
weatherproof boxes capable of han- 
dling the bulk of military supplies. 


And this growth has been speeded 
by developments in printing proce- 


Inverted Umbrella . . 
of-sale piece for Ford. Unit was 108x40’’. 


. Merrick produced this corrugated point- 


dures within the corrugated con- 
tainer industry. Corrugated printing 
is done on a press called the print- 
er-slotter because it not only prints 
but also slots the box flaps and 
creases the vertical scores of the 
container in a single pass through 
the press. A rubber, and sometimes 
plastic, plate is used. 


> The nature of the corrugated board 
itself is the main limitation in this 
form of printing. Undue pressure on 
the surface will crush or distort the 
flutes of the inner medium. A “kiss” 
impression is demanded in the 
printing of corrugated board, and 
additionally, the die must give a 
little under that slight impression, a 
requirement which rubber or plastic 
meets. 


Why it should be done is another 
matter. There are many reasons 


+ «+ continued on page 56 





DON’T YOU HAVE 

SOMETHING IN A 

DIFFERENT COLOR 
FOR THIS JOB ? 
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Of course he does. He’s a Hammermill Merchant with many 
different papers immediately available to his customers 
from one local source 


When you ask to see “something different”, your 
Hammermill Merchant can show it to you—and he can if 
back up his samples with prompt deliveries from his nearby Ll 


warehouse. [/a\ [2 [Ss R S 
Your Hammermill Merchant’s quick, thorough and expert 


service can make your job easier. Telephone him next time. Hammermill Paper Company, Erie, Pennsylvania 


For the best in Paper, and the best in Service...call your Hammermill Merchant 





WANT “SOMETHING DIFFERENT’ FOR YOUR NEXT JOB? 
ASK YOUR PRINTER TO CALL HIS HAMMERMILL MERCHANT 


ALABAMA 
Strickland Paper Co., Inc. 
Weaver Paper Co. 
ARIZONA 
Zellerbach Paper Co. 
ARKANSAS 
Western Newspaper Union 
CALIFORNIA 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
COLORADO 
Carpenter Paper Company 
Carpenter Paper Company 
CONNECTICUT 
Hartford .... Henry Lindenmeyr & Sons 
Hartford .. Green & Low Paper Co., Inc. 
Hartford ... Carter Rice Storrs & Bement 
New Haven, Carter Rice Storrs & Bement 
DISTRICT OF COLUMBIA 
Washington ... R. P. Andrews Paper Co. 
FLORIDA 


. Virginia Paper Co., Inc. 
E. C. Palmer’ & Company 
E. C. Palmer & Company 


GEORGIA 


Atlanta S. P. Richards Paper Co. 
Atlanta, Wyant and Sons Paper Company 


HAWAII 
Honolulu, Honolulu a Company, Ltd. 


Birmingham .. 
Montgomery 


Phoenix 
Little Rock .. 


Fresno 

Los Angeles 
Oakland 
Sacramento 
San Diego 
San Francisco 
San Jose 
Stockton 


Pueblo 


Jacksonville woke 


DA 
Zellerbach Paper Co. 
ILLINOIS 
Champaign, Cresent Paper Co., Illinois Div. 
Bradner Smith & Co. 
Carpenter Paper Company 
Chicago Paper Co. 
. The Decatur Paper House, Inc. 
Peoria Paper House, Inc. 
Irwin Paper Co. 
. The Capital City Paper Co. 
INDIANA 
The Diem & Wing Paper Co. 
Butler Paper Co., Inc. 
Crescent Paper Co. 
IOWA 
Carpenter Paper Company 
Western Newspaper Union 
Carpenter Paper Company 
Western Newspaper Union 
KANSAS 
Carpenter Paper Company 
Midwestern Paper Co. 
Western Newspaper Union 
KENTUCKY 
. Southeastern Paper Co., Inc. 
LOUISIANA 
E. C. Palmer & Company 
. Western Newspaper Union 
MAINE 
. C. M. Rice Paper Company 
MARYLAND 
Baltimore .... The Baxter Paper Co., Inc. 
Baltimore .. Baltimore-Warner Paper Co. 
Hagerstown ... Antietam Paper Co., Inc. 


Qui 
Springfield 


Evansville . . 
Fort Wayne 
Indianapolis 


Des Moines . . 
Des Moines .. 
Sioux City ... 
Sioux City ... 


Louisville . 


New Orleans . 
Shreveport . 


Portland ... 


MASSACHUSETTS 


Carter Rice Storrs & Bement 
Lindenmeyr Paper Co., Inc. 
Carter Rice Storrs & Bement 
Carter Rice Storrs & Bement 


MICHIGAN 


Detroit Beecher, Peck & Lewis 
Flint Beecher, Peck & Lewis 
Grand Rapids, Carpenter Paper Company 
Lansing The Dudley Paper Co. 
Saginaw The Dudley Paper Co. 


MINNESOTA 
Carpenter Paper Company 
Carpenter Paper Company 


Leslie Paper 
Leslie Paper 


Springfield . . 
Worcester .. 


Minneapolis . . 
Minneapolis 
Saint Paul 


MISSISSIPPI 
Jackson Paper Company 
Newell Paper Company 
MISSOURI 


Kansas City .. Carpenter Paper Company 
Kansas City «.... Midwestern Paper Co. 
Saint Louis Beacon Paper Company 
Saint Louis Tobey Fine Papers, Inc. 
Springfield ... Carpenter Paper Company 


MONTANA 


Carpenter Paper Company 
Leslie Paper 


Meridian 


Billings 
Great Falls 


NEBRASKA 

Carpenter Paper Company 

Western Newspaper Union 

Carpenter Paper Company 
Western Paper Company 


NEVADA 
Zellerbach Paper Co. 
NEW HAMPSHIRE 
C. M. Rice Paper Co. 
NEW JERSEY 
Henry Lindenmeyr & Sons 


NEW MEXICO 
Albuquerque, Carpenter Paper Company 
NEW YORK 


Hudson Valley Paper Co. 

The Alling & Cory Co. 

Hubbs & Howe Co. 

Long Island City, Henry Lindenmeyr & Sons 
New York . . The Alling & Cory Company 
Miller & Wright Paper Company 

New York Beekman Paper Co., Inc. 
New York .. Bulkley, Dunton & Co., Inc. 
New York .. Green & Low Paper Co., Inc. 
New York, Linde- Lathrop Paper Company 
New York Reinhold-Gould, Inc. 
New York, Union Card & Paper Co., Inc. 
Rochester The Alling & Cory Co. 
The Alling & Cory Co. 

Troy Paper Corporation 

The Alling & Cory Co. 


NORTH CAROLINA 
Caskie Paper Co., Inc. 
Epes-Fitzgerald Paper Co., Inc. 
NORTH DAKOTA 


Leslie Paper 
Western Newspaper Union 


OHIO 
The Alling & Cory Co. 
The Diem & Wing Paper Co. 
The Alling & Cory Co. 
.. The Petrequin Paper Co. 


L incoln 


Concord 


Hillside 


Charlotte 
Raleigh .. 


Cincinnati . . 
Cleveland 
Cleveland . 


Columbus .. The Central Ohio Paper Co. 
Dayton, The Jack Walkup Paper Co., Inc. 
Toledo The Central Ohio Paper Co. 


OKLAHOMA 


Oklahoma City, Carpenter Paper Company 
ee City, Western Newspaper Union 
Tul Tayloe Paper Company 

Western Newspaper Union 


OREGON 


Zellerbach Paper Co. 
Zellerbach Paper Co. 


PENNSYLVANIA 


. Lehigh Valley Paper Corp. 
Daka Paper Company 
Durico Paper Company 
The Alling & Cory Co. 
Philadelphia Paper Merchants, Inc. 
Philadelphia .. The Thomas W. Price Co. 
Philadelphia, The J.L. N. Smythe Company 
Philadelphia D. L. Ward Co. 
Pittsburgh The Alling & Cory Co. 
Scranton Megargee Brothers, Inc. 
York, Andrews Paper House of York, Inc. 


RHODE ISLAND 
. Carter Rice Storrs & Bement 


SOUTH CAROLINA 
Columbia, Epes-Fitzgerald Paper Co., Inc. 


SOUTH DAKOTA 
Leslie Paper 


TENNESSEE 


Chattancoga .. Southern Paper Company 
Knoxville, Southern Paper Company, Inc. 
Memphis Tayloe Paper Company 
Memphis .... Western Newspaper Union 
Nashville Clements Paper Company 


TEXAS 


Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 

E. C. Palmer & Company 
Carpenter Paper Company 
. Carpenter Paper Company 
. Carpenter Paper Company 
Carpenter Paper Company 

E. C. Palmer & Company 
Carpenter Paper Company 
Carpenter Paper Company 


UTAH 


Salt Lake City, Carpenter Paper Company 
Salt Lake City, Western Newspaper Union 
Salt Lake City Zellerbach Paper Co. 


VIRGINIA 


Lynchburg Caskie Paper Co., Inc. 
Norfolk .. Epes-Fitzgerald Paper Co., Inc. 
Richmond, Epes-Fitzgerald Paper Co., Inc. 
Richmond .... Richmond Paper Co., Inc. 


WASHINGTON 


Zellerbach Paper Co. 
Zellerbach Paper Co. 

Standard Paper Co. 
Zellerbach Paper Co. 


WEST VIRGINIA 


Copco Papers, Inc. 

R. D. Wilson—Sons & Co. 

R. D. Wilson—Sons & Co. 
WISCONSIN 

Milwaukee .. The Bouer Paper Company 


Eugene 
Portland 


Allentown . 


Harrisburg 


Providence . 


Sioux Falls 


Amarillo .... 


San Antonio .. 


Charleston 
Clarksburg ... 
Parkersburg . . 
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why the container industry advo- 
cates printing on corrugated con- 
tainers. The Hinde & Dauch Divi- 
sion of West Virginia Pulp and Pa- 
per Co. has published a_ booklet 
listing some of these reasons: 


® Identification . . The job of 
shipping personnel is to keep the 
constant stream of corrugated boxed 
products moving in the distribution 
channels. Clear legible printing on 
the shipper makes this task easier. 
The box with sharp, distinctive 
printing is easier to recognize. As a 
result it receives prompt handling 
without delaying errors. 


e Image... If printing is evocative, 
it helps people picture what’s inside 
the box. It builds a favorable brand 
image for the product and its man- 
ufacturer. In this way, the corru- 
gated box becomes a traveling bill- 
board—delivering a friendly sales 
message, adding impetus to the 
over-all promotional effort. (One 
example: the Maytag people built a 
promotion around the Scotch plaid 
design on the corrugated container 
it shipped its Highlander washing 
machine in.) 


© Family Packaging . . Com- 
panies that make more than one 
product often pack these products in 
corrugated boxes which have the 
same basic surface design. The use 
of this family packaging helps create 
continuity in the line and builds a 
relationship between one product 
and another. 

When General Electric developed 
this type of program with the Stone 
Container Corp., Chicago, for the 
GE line of small appliances, this ex- 
planation of management thinking 
was offered by Donald L. McFar- 
land, manager, industrial design for 
GE, Bridgeport, Conn.: 

“Volume selling and self-service 
are rapidly becoming commonplace, 
rather than the exception. In today’s 
market place, the shipping container 
that protects and simply identifies 
just does not measure up to what’s 
needed. The package should convey 
the feeling of prestige and leader- 
ship in value, as well as give direct 
selling help. It takes all factors, 
working together, to ‘close the cir- 
cuit’ for sales.” 


e Integration with Advertising. . 
Effective printing on corrugated 
boxes can have continuity with 
product advertising. When trade 
characters, slogans, familiar trade- 
marks and emblems are repeated on 
the shipper, they remind the viewer 
of other product promotions he has 


seen. 


© Point-of-Sales Display . . Cor- 
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Corrugated Sculpture . 


. . This window display piece, produced by Container Corp. of 


America, shows what can be done by an ingenious designer. The old-fashioned car is 


32x21x22"’. 


rugated shipping boxes are often 
turned into point-of-sale displays by 
the retailers. To make this more 
effective, the box should be attrac- 
tively printed with a complete sell- 
ing message, including product 
benefits and uses. 


® Home-delivered Products . . 
Major appliances, furniture, other 
large products (and many small 
ones), are often delivered to the 
home in the manufacturer’s original 
shipping box. The customer has 
made an important purchase and 
wants to feel confident about it. An 
attractively printed box makes him 
feel that he has made a wise buy 
—that he is getting fine merchan- 
dise. 


> Once the theory that printing on 
corrugated is necessary is accepted, 
the next step is whether that print- 
ing should be in color. Most package 
designers and heads of corrugated 
companies believe that addition of 
color has direct relation to increase 
in sales. They also caution that cer- 
tain considerations in use of color 
on corrugated be followed. Howard 
Ketcham, color authority, has voiced 
this thinking in a booklet circulated 
by Stone Container Corp. Some of 
his points include: 


® Some box users cannot distinguish 
between a dreary and a creative 
solution for their box color schemes. 
A premium is put on art and copy 
. . . but it is color that flags atten- 
tion. 


® Self-service selling puts a premi- 


um on good box color-planning. To- 
day’s box is often your only sales- 
man. 


® To sell, box colors must be 
“engineered”—not based on personal 
preference and prejudice. 


® Your box color is part of your 
long-term investment in the image 
of your product or brand .. . color 
can change from unproductive cost 
to a dynamic investment. 


e The use of color on boxes is noth- 
ing new. Constructive color plan- 
ning for boxes is new. 


© Your product is at the mercy of 
its package. The box helps sell its 
contents. The appearance of the box 
must relate to its contents—other- 
wise it is not pulling its share of the 
advertising and selling job. 


It is in this field of activity, color, 
that corrugated container people 
have been most active in the past 
few years. This is a very competi- 
tive industry. There are more than 
400 firms in the United States op- 
erating close to 800 plants produc- 
ing corrugated containers, and many 
are working on developments in 
color that they would rather not an- 
nounce to their competitors. How- 
ever, Modern Packaging has listed 
the following as some of the most 
common trends in the industry: 


® Bleached kraft liners and the less 
white and less costly oyster white 
liners are being promoted heavily. 
Such liners provide a white or neu- 
tral background that will make 





a labor of love? 


The designer may bring a priceless talent to his effort...the printer may exert his 
staff to the fullest... will it all have been in vain when the message reaches its desti- 


nation?...add the assurance of an expressive paper by... 


STRATHMORE 





PAPER IS PART OF THE PICTURE 


This is 


STRATHMORE BEAU BRILLIANT 


A paper with an outstanding record of achievement, Strathmore Beau Brilliant has 
been used in award-winning pieces in almost every graphic arts and design exhibition 
held since its introduction. A fact that leaves little, indeed, to be said. Sincerely 
flattered by its imitators, but far from equalled, Strathmore Beau Brilliant has grown 
continuously in importance. The choice of the designer when dramatic color, texture 
and authority are demanded; it is, as well, the choice of the printer whose job requires 
a paper surface of distinctive quality. Beau Brilliant exemplifies all that Strathmore 
text and cover papers stand for. 


STRATHMORE PAPER COMPANY 


XS 7 West Springfield, Massachusetts 


Printed by Offset Lithography on Strathmore BEAU BRILLIANT, Lido Yellow, Cover Basis 65. Printed in U.S.A. 





printed colors stand out. Even pas- 
tel colors can be used effectively. 
Cost of the white liners may range 
from 5 to 45% above that of natural 
kraft. 


© A wide choice of colored and pat- 
terned liners is now available 
throughout the industry. These dec- 
orative effects convert natural krafts 
(and sometimes bleached krafts) to 
striking and often elegant papers. 
Special finishes include linen 
weaves, wood grains, stipples and 
other designs. 


© Newer, faster-drying inks have 
added greater freedom in produc- 
tion. Printing speeds have been in- 
creased and drying time has dropped 
from days to hours. Cartons can 
make two passes through a two- 
color press the same day. Four-color 
presses have been installed by sev- 
eral companies. And the two-color 





FREE A bias) 


Of special interest to: COMPANY HEADS 
ADVERTISING MANAGERS 
PUBLIC RELATIONS MANAGERS 

| SALES MANAGERS - ACCOUNT EXECUTIVES 


| Get latest facts on one of America’s fastest expand- 
= ing premium devices in new full-color presentation: 


CUSTOM PUBLISHING 


for Advertising and Public Relations 


Tells the exciting story of why and 
how so many well-known companies 
are now turning to special publica- 
tions. Shows how they solve a wide 
variety of special advertising, sales 
promotion, and good will problems 


that other types of advertising and 
advertising specialties cannot solve 
as well. If you have such a problem 
or project — and who hasn’t — keep 
this presentation on hand for imme- 
diate and future reference. 


presses are being called upon for 
extra colors. Many packagers are 
willing to absorb the cost of addi- 
tional passes through the press to 
achieve extra colors in their cartons. 


Write for your copy to 


PRENTICE-HALL, INC 


Special Publications Division 
* Dept. AR-860, Englewood Cliffs, N. J. 





® Many corrugated box manufac- 
turers are using split fountain runs 
to give them from 3 to 12 colors on a 
two color press. Also, transparent 
inks are being used to produce three 
colors by overlapping two. 

There have been other develop- 
ments in making color more avail- 
able to the packager using corru- 
gated. The Progress Lithographic 
Co., Cincinnati, is promoting a proc- 
ess called Pre-Lith. This process has 
the full color lithography finished 
prior to combining with the actual 
corrugations and inside liner. This 
is done in long rolls on bleached, 
coated, or natural liner board. The 
finished outside liner is then run 
through a corrugating machine 
where it is combined with the cor- 
rugations. The flat corrugated sheets 
resulting from this are then shipped 
to box manufacturers who crease, 
diecut, fold, tape and slot to produce 
the final box. (Similar services have 
long been made available to folding 
box makers). 

In off-the-record discussions 
many box makers are concerned 
about this development. While they 
admit that such processes would 
open new areas to box design, they 
are afraid that they would have to 
make large investments for elec- 
tronic equipment to synchronize the 
pre-print with the box. “If it starts 
by being 1/64” off, in 64 move- 
ments you’re an entire inch off,” j Pee 
one box maker said. He also ad- . wie ge, tee VD ioe Wteres 275, 

“ool at ¥ we 
mitted that when customer demands + — Ts . sf phe hs as 
become great enough, such equip- : . as 
ment will be purchased. 

Another Ohio firm, Merrick Co., 


PUOUEROEHE 
It is no 
coincidence 


that those who buy our products, have 
confidence in our service, what we produce, 
and particularly our recommendations. 


PARTRIDGE & ANDERSON COMPANY 
712 Federal Street, Chicago 5—Phone HArrison 7-3732 


ELECTROTYPES, NICKELTYPES, PACOTYPES, MATS; 8.0.P, COLOR GLASS mats, 
THERMOSETTING MAT PATTERNS, AND PLASTIC PRINTING PLATES 





——Where do you get BETTER SERVICE than at P& A?___. 


SERVICE covers all bases 
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SERVICE TYPOGRAPHERS INC. 





HAVE YOU BEEN NOTICING 
DISSATISFIED EXPRESSIONS 
AROUND YOUR ART DEPART- 
MENT LATELY? . 


YOU'LL FIND IT EASY TO 
CHANGE THEM TO EXPRESSIONS 
OF CONTENTMENT AND SATIS- 
FACTION... 
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YOUR ARTIST WILL APPRECI- 
ATE THE CHANGE TO CRESCENT 
CARDBOARD PRODUCTS. 
THEY'LL BE HAPPY WITH THE 
SUPERIOR WORKING QUALITY OF 
THESE FINE BOARDS. 


1240 N. HOMAN AVE./CHICAGO 51, ILL. 
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Cleveland, has had many years of 
success with lithographing decora- 
tive paper for point-of-purchase 
spectaculars. The paper is then at- 
tached to corrugated materials. 
Large users of this process have in- 
cluded Ford and Scott Paper. 

The Mead Corporation of Dayton 
has announced to the industry that 
it is offering its customers a process 
known as “Corr-Lure.” Corr-Lure 
translated means “the lure of color 
on corrugated.” According to the 
company, Corr-Lure enables as 
many as twelve colors to be printed 
on a sheet in one pass through a 
two-color press. 


> Not all packagers are convinced 
that color on corrugated is justified. 
Their debate with the box makers 
goes something like this: 


PackaGer: Sure, color printing on 
corrugated is pretty. But you must 
agree that multicolored corrugated 
costs more—not only for printing 


but for the higher-quality stock re- 
quired. 


Box MAKER: This is a complaint we 
usually get from the purchasing 
agents. Sure it costs more but it 
pays off. What color does for mer- 
chandising your product in corru- 
gated balances the additional cost. 


Packacer: Extensive color printing 
weakens the box. 


Box MAKER: You are wrong. This 
is printing pressure, and it’s there 
whether we use color or not. Proper 
control and tests at the box plant 
should insure that your carton will 
be sturdy enough for its assignment. 


PacKAGER: The whiter and lighter 
corrugated boxes are not practical 
because they show dirt. We know 
the whiter and lighter boxes are 
better for printing color but we 
hate to have our merchandise ar- 


rive looking as if it has been rolled 
in the mud. 


Box MAKER: Proper design can take 
care of this objection. Tests have 
shown that the whiter cartons ac- 
tually acquire no more dirt than 
ordinary kraft carton. Besides, the 
amount of dirt that any single car- 
ton can accumulate depends not on 
the carton but on product and ship- 
ping characteristics. 


> Once the packager has reached 
the point that he accepts the fact 
that printing belongs on corrugated, 
and that color printing is often more 
effective than black and white, he 
starts worrying about what makes 
a good design for corrugated. 

He knows that an italic type isn’t 
good because the ink fills up the 


open spaces. He has other opinions 
and theories and some box makers 
deliver jobs that are bad jobs be- 
cause they can’t overcome customer 
demands or they don’t think it is 
their place to dictate to the cus- 
tomer. 

Container Corporation of Ameri- 
ca has strong feelings on the sub- 
ject of package design. Its think- 
ing goes something like this: 


Package design research is two- 
sided. On one hand is motivational 
research, which attempts to deter- 
mine the emotional impact of what 
is seen. On the other hand is per- 
ceptual research, which is intended 
to reveal what a customer actually 
sees when she looks at a package. 

Research of any kind, when han- 
dled properly, can be a means to- 
ward saving a great deal of money 
in the long run. Virtually all pack- 
agers are familiar with testing the 
physical properties of specific pack- 
aging materials, so, why not the 
same procedures for the design? 


As you might suspect, this has 
caused many designers to bristle 
and demand to know who is going 
to do the testing and what can be 
proved. 


> To soothe these designers, Ray 
Howard of Container Corp.’s design 
lab always stresses that perceptual 
research can tell only the minimum 
design requirements of a package. 
Container has machines that do a 
lot of the testing and Mr. Howard 
says that the machines are designed 
to provide a guide to the designer, 
not to give absolute orders. 

Albert Kner, director of Con- 
tainer’s design laboratory, is quite 
vocal on the need for better design 
in packages. He points out that 
while package design alone cannot 
sell products but must be closely 
coordinated with advertising and 
merchandising programs, the unique 
qualities of variety, color and in- 
dividuality make the package a 
basic selling tool. 


> When asked how the packager 
can know what areas to leave to 
the package designer, Mr. Kner 
gave this definition of the design- 
er’s functions. He said the package 
designer must: 


® understand problems of produc- 
tion, distribution, sales and finance; 


@ know all the elements of design, 
such as color, form, typography etc; 


® avoid confusion; 


® retain established product iden- 


tity by creating new makeup for an 
old image; 


® tell the consumer about a prod- 





Old Gold Spin Filter 
spins and cools the smoke 


—_ 
eye appeal 


FALPACO COATED BLANKS 


This Old Gold car card is another example of an important advertiser making sure his 
message is presented to the best advantage. 

New White FALPACO was chosen because of its outstanding printability. The extreme 
whiteness of its surface permits ink colors to show up clearly — allows full value to every 
tone. You can get beautiful, realistic color reproduction with FALPACO. Ink goes on 
smoothly too because the surface of the blank is smooth and even. 

Another asset of FALPACO is durability. These blanks hold up since the board itself 
has new strength and rigidity. 

The attractive Old Gold car card was produced by offset lithography in six colors on 
5-ply, coated-one-side New White FALPACO by Empire Color Lithographers, Inc., New 
York, N. Y. The size is 21 x 33 inches. 


Specify FALPACO for your next 
car card, calendar, point of 
sales display, etc. 

Distributed by authorized 
paper merchants from coast to 
coast. 


NEW YORK OFFICE 500 FIFTH AVENUE, NEW YORK 36, N. ¥. © MILLS: FITCHBURG, MASS. 
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uct’s quality, character, uses and 
identity through symbols on the 
package. 


® make trademark and logo timely 
and up-to-date; 


> Many packagers think printing on 
corrugated should contain a pic- 
torial effect. It is in this area that 
there is a continued flow of activity 
on the part of the box makers. 

One of the most important dis- 
coveries was that the old woodcut 
had a new importance in this field. 
Actually this is a short cut descrip- 
tion. Woodcuts are used to create a 
proper illustration. Reproduction 
proofs taken from the woodcut are 
all that are used in this process; 
that is, the proof of the illustration 
from the woodcut is converted to 
metal, and from the metal master 
a molded rubber and plastic plate 
is made and used on the press. The 
Sander Wood Engraving Co. Inc., 
Chicago, is one company that has 
been very active working with box 
makers on projects using woodcuts. 
Users have included G. Heilemann 
Brewing Co. and Green Giant. 

Another development in getting 
better pictorial effects on corrugated 
was announced recently by Pack- 
aging Corp. of America, high speed 
photographic reproduction from me- 
chanically made 50-line screen 
plates. First to use this procedure 
was the “Famous Player” container 
of the Wilson Sporting Goods Co. 
Appealing action photographs of 
such professional football stars as 
Alan Ameche, Otto Graham and Y. 
A. Tittle are reproduced on the box, 
a red, yellow, black and white de- 
sign created by Frank Walker of 
PCA’s Chicago staff. The container 
will serve Wilson as a shipper, a 
point-of-purchase self-merchandis- 
er and a customer carry-home 
package. 

The pictures are clear and sharp, 
with excellent reproduction of facial 
details to make all the players in- 
stantly recognizable. Although the 
plate making process is a patented 
trade secret of the James H. Mat- 
thew Co., Pittsburgh, it was re- 
ported that a new synthetic rubber 
material, called Fiber-Mate, was 
used. Fibre-Mate is similar to other 
synthetic rubbers used in corru- 
gated container printing with one 
big difference . . . it contains a built- 
in quality which permits almost 
100% release of printing inks. 

Other synthetic rubber materials 
used for printing plates retain much 
ink, preventing their use in a high- 
ly concentrated form. With the new 
material, it is claimed, printing re- 
sults are obtained both from the 
volume of ink used, and from its 
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color strength, or concentrated in- 
tensity. This should make possible 
high speed printing of much greater 
precision than was possible pre- 
viously. 

Because ink coverage can be con- 
trolled much better with a thinner 
and more intense dot, it is possible 
now to use a finer screen, provid- 
ing finer definition and better detail. 
With the new technique, PCA is 
anxious to find a customer willing 
to go to 70-line screen. Four-color 
work also is completely practical 
and beyond the experimental state, 
J. L. Mazur, PCA Chicago branch 
manager told us. 

If corrugated can give this fine a 
screen reproduction, avoiding as it 
does the old “streak” problem from 
fluting, at anywhere close to a rea- 
sonable price, then corrugated 
printing has solved one of the most 
difficult problems it has faced. 


> To determine the scope of other 
problems, we checked with Mr. 
Kner of Container Corp., a man who 
has been responsible for many of 
the advances made by corrugated 
container designers. 

Mr. Kner was told that many sales 
promotional people dismiss the im- 
pact of printing on corrugated be- 
cause “you can’t get perfect regis- 
ter” in color. 

Mr. Kner pointed out that this is 
not as much a printing problem as 
it is a problem of design. If the de- 
signer knows corrugated, knows the 
strengths and weaknesses of the 
board, then there is no reason why 
the packager should not be given a 
design where variations in register 
are not a problem. Good corrugated 
package design can take care of 
register problems, he said. 

When asked what the future holds 
for corrugated, he said, “Dramatic 
changes.” He said that much of the 
printing machinery now used in 
corrugated printing is out-of-date 
and that as new presses, such as a 
recent German import which can 
print on such a difficult material as 
burlap, were installed in the 


Shipping Plus © 
To hold train set 
during shipping and 
to serve as ingenious 
display piece, Mead 
Containers developed 
simple die-cut box. 


corrugated container plants in this 
country, new printing advances will 
be made. 

He was asked what he considered 
to be the best procedure for the cus- 
tomer of a corrugated container 
company to follow in planning a 
major program for design and print- 
ing on his boxes. 

From the very first, the container 
designer should be brought into the 
planning, he said. Many advertising 
agencies sell their clients on a de- 
sign that is highly impractical for 
corrugated. The designer knows 
how to adapt these designs, or to 
suggest alternate plans, early enough 
so that the customer-client is 
pleased because the design on his 
box is what he has wanted from 
the beginning, not a compromise. 

He stressed that the designer can 
do a good job only when he is fully 
informed of the marketing situa- 
tion into which his design will en- 
ter. He also pointed out that most 
packages and containers are dis- 
carded very early in their life. 
Corrugated boxes and cartons have 
a long life. They are frequently 
taken home by the customer and 
kept for storage. The design on 
your corrugated container will be 
seen longer than any other design 
you might use, he said. 


> He was told about a box, made by 
another company, that was an ar- 
tistic success, winning several con- 
tests. Yet in actual use it was 
greeted with disgust and anger by 
the dealers arid it had to be with- 
drawn from circulation. Did not a 
case like this really invalidate 
much of what has been said about 
the value of printing on corrugated? 

“Of course not,” Mr. Kner said. 
“It is a case of the designer not un- 
derstanding, or being told, what 
was expected of the package. The 
package designer must know the 
limitations of his art and must base 
his work on a realistic approach. 
With the proper understanding of 
the problem, the corrugated ship- 
ping carton can do an outstanding 





Horace, the harassed production man 


‘GOOD NEWS, HORACE. ONLY TWO OF THESE 
ARE URGENT...THE REST CAN WAIT TILL THIS 
AFTERNOON. THAT LAST MAILER ON 


FINCH OFFSET GOT US THESE NEW PIECES.” 
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FINCH OFFSET can’t take the prod out of 
production but these high quality sheets will give 
you beautifully printed direct mail pieces—and at 
a lower cost! Call or write 
us for samples to-day or 
call your paper merchant. 
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CHARCOAL BENT GLASS 
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Put result-getting punch and staying power into 
your advertising specialty program. Let HOUZE 
ART Ad-Trays deliver your message, in brilliant 
bo « ia permanent colors on charcoal tinted, gem-quality 
Tray and bent glass. Originality, utility and permanence 
20-page color make Ad-Trays a “working” specialty, always on 
catalog. Request the job at your prospect’s elbow. Available in a 
wide variety of sizes and shapes, for mailing or 
personal distribution. Consult your Advertising 
Specialty Counselor, or write direct. 
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selling job. The appropriate surface 
design can serve as a constant prod- 
uct reminder to thousands of po- 
tential customers as it is seen every- 
where, on trucks, on sidewalks, and 
in stores.” 

He was told that many people in 
management are still thinking of 
corrugated as “that brown stuff on 
cheap boxes.” 

“Not as many as before,” he an- 
swered. Today, more and more top 
management men, and he named 
many of the nation’s leaders in al- 
most every division of business ac- 
tivity, are convinced of the im- 
portance of proper printing and de- 
sign on their corrugated shippers. 
And if these leaders pay this much 
attention to the subject, Mr. Kner 
indicated, the others will soon fol- 
low. And in their following, you 
may be sure they will be prodded 
by the corrugated container makers. 
They’re riding a wave of popularity 
and they are intent on keeping that 
wave rolling. 

“Corrugated goes beautiful,” they 
say, and they have the examples to 
prove it. 44 


Character Tailored 
For Bank Ad Drives 


Banks are being offered a trade- 
marked character developed by 
Harrison House, Meriden, Conn. 

The character “Happy Buck” is 
designed to create a corporate im- 
age for the users and at the same 
time humanize and inject more sell 
in banking services, the creators 
say. 

An eight-page brochure outlining 
the “Happy Buck” promotion is 
available. 

- for more details circle 814, page 115 


Letterhead Designs of 
Students in Portfolio 


Prize-winning letterhead designs, 
created by senior students of the 
Pratt Institute School of Advertising 
Design, Brooklyn, with materials 
supplied by Parsons Paper Division, 
National Vulcanized Fibre Co., have 
been gathered in a portfolio. 

The letterhead designs were cre- 
ated for a project of Pratt students 
in which they were to create a vis- 
ual corporate image for a theoreti- 
cal company. Each student selected 
a different type of business for his 
design thesis. 

Copies of the portfolio, with a 
statement by the school’s associate 
dean on “The Importance and Cre- 


ation of a Letterhead,” are available. 
+ for more details circle 815, page 115 





illustrator: Dorothy Mylrea, known for 
her work as fashion illustrator and teacher, 
and for editorial fashion features. 


Dazzled visitors from other nations admire American women for their 

good looks, clothes, and self-reliance. Those who look deeper, respect 

American women as efficient housekeepers, experts in new home-making 

skills, and as well-informed citizens who play important parts in 

community and national affairs. The fact is that for more than half a 

century, American women have been stimulated, inspired, and 

informed by their own magazines ... expertly edited to satisfy their For more than a quarter-century we at 

interests. By enlightened service to readers, American women’s CM&H have served American advertisers, 

magazines provide a matchless forum for advertising messages which a ee panne —_ a ma 
engraving for national advertising. This 

are read, respected, and acted upon. Every worthy advertisement advertisement is one of a series, illustrated 

in a national woman's magazine has the added stature and selling by artists and photographers who are 

power of long-established reader confidence in the editorial pages. known for their work in magazines, which 
expresses our appreciation of America’s 


national magazines as basic media in our 
free society. 


COLLINS, MILLER & HUTCHINGS, Inc. 


America's finest photoengraving plant 
for letterpress and gravure 
333 West Lake Street, Chicago 
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(i The St. Louis Food News 


An independent, non-partisan newspaper for the entire food industry of Greater St. Louis and its trade area 
Published monthly by the Rutledge Advertising Co., 1000 Market St., St. Lowis 1, Mo 


Club Dresses Warmly Allied Food Club 


Football Game 7th Dinner Dance 
For | Scheduled Dec. 5 


Allied Food Chub will usher iv 
he hol h event 


Publisher/Ad Agency 
Develops Food Paper 


By Mildred Weiler 


Develop a special, regular serv- 
ice for your clients in a specific in- 
dustry, and you may discover you 
are also doing a good promotional 
job for yourself. 

That’s the story unfolding since 
Rutledge Advertising Co., St. Louis 
became what is believed to be the 
first ad agency to enter the pub- 
lishing business with the St. Louis 
Food News, a 12-page monthly 
tabloid mailed free to 5,200 food 
dealers, manufacturers and brokers 
in the St. Louis area, eastern Mis- 
souri, and southern and western 
Illinois. 

Two weeks after the first issue 
was mailed in May, 1959, the agency 
received over 200 letters and phone 
calls from readers and advertisers, 
congratulating the agency for sup- 
plying the need for better commu- 
nications in the food industry in the 
area. 


> The big idea which launched the 
agency into the publishing busi- 
ness started about two years ago. 
Rutledge Advertising Co. is pri- 
marily a food and drug advertising 
agency. Some of its national food 
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accounts voiced the opinion that 
they wished there were some way 
for them to reach the retailer. 

As former chain store employes 
themselves both Granville (Pick) 
Rutledge, president, and Elliott R. 
Davies, account executive, could 
appreciate the problem. They 
thought about it a long time and 
finally decided that a tabloid news- 
paper was the answer. 

They tested their idea by making 
a survey among retailers and in 
discussions with executives of the 
Allied Food Club, the St. Louis 
Food Brokers Assn. and the St. 
Louis Grocery Mfrs. Assn., and 
found that a paper containing news 
about the food industry and its 
people would be welcome. 


> How to launch the first issue, how 
to pay for it month after month, 
and how to integrate the work into 
the agency without increasing the 
staff overhead were problems the 
agency had to solve and in about 
that order. 

In selecting a printer they choose 
The Daily Record Co., located in 
the same building with the agency. 
This saved a lot of footwork. The 
printer also specialized in news- 


12-Page Monthly 
Tabloid Serves 

St. Louis Area Food 
Dealers, Manufacturers 
and Brokers—and 


Promotes Agency 


paper printing and could efficiently 
handle a tabloid and the mailing. 
A tabloid, Mr. Davies explained, 
was also easier for the reader to 
handle, and easier for the editor to 
lay out the news. It also provided 
flexibility for ads. The agency, 
which also generally prepares the 
ad copy for clients, often can use 
engravings used in other ads and 
tailor the copy to fit the tabloid. 


> The agency bought a mailing list 
of chain store managers, inde- 
pendent store owners, chain and 
wholesale executives of the area, 
and food manufacturers, and turned 
the list over to the printer. The 
tabloid is a self-mailer. 

Since the first mailing, assistant 
managers and butchers also have 
been added to the list because store 
managers, it was learned, often took 
the paper home for their wives to 
read, and assistants clamored for 
their own copies. 

In order to keep the newspaper 
a service to the entire food indus- 
try of the area, the agency also has 
been careful not to beam its news 
to its own food advertising ac- 
counts. “We try to give everybody 
a break,” Mr. Davies explained, 





“otherwise our paper would become 
a house organ.” 


> For the first several issues the 
agency hired a former newspaper 
man to get the paper off the ground. 
Since then the work of producing 
the paper within the agency falls 
into the following pattern: 


1. Elliott Davies, who also is an ac- 
count executive, acts as editor-in- 
chief. He supervises the gathering 
and writing of all the news. 


2. Two weeks before closing date, 
two or three of the agency girls 
telephone news sources, such as 
wholesalers and chains. They give 
their notes to Mr. Davies. 


3. Any agency employe attending 
any food convention—and the agen- 
cy sees that someone attends every 
convention related to the food in- 
dustry—also brings in news. 


4. Other ad agencies send their 
food news releases to the paper. 


5S. Mr. Davies dictates all of the 
newsworthy items onto a tape re- 
corder. 


6. Data for feature stories is also 
obtained through personal interview 
by Mr. Davies; put on the tape. 


7. A free lance writer edits the 
news and writes the feature stories 
from the taped notes. He puts in 
about 40 hours a month in writing 
and taking necessary photographs. 


8. The free lance writer and Mr. 
Davies paste up the paper. 


9. Mr. Rutledge, Mr. Davies and a 
secretary proofread the page forms, 
primarily to watch for name spell- 
ings. Final proofreading is done by 
an English teacher after school 
hours. 


10. The mailing list is maintained 
by the printer. Some address 
changes were made when readers 
asked to have the paper sent to 
their homes so wives could also 
read it. 


> Editorial content of the paper, re- 
sponsible for its immediate accept- 
ance, covers: 


e News about people at all levels 
within the industry; 


e Promotions of new items; 


e A man of the month feature... A 
committee selects one person each 
month. He can be a chain store man, 
a manufacturer or a broker; 


e Personality in the news... A 
brief story and picture on someone 
who usually is known only by a 
telephone voice. 


e Product-manufacturer features. 


e Editorials on any subject that is 
a need for the field. 


> Out of pocket expense of the pa- 
per, which from the beginning has 
been defrayed by advertising, in- 
cludes printing and mailing costs, 
the free lance writer’s fees, photo- 
graphs and engravings. 

After the tabloid was six months 
old the agency mailed out its first 
advertising rate card to ad agencies 
throughout the United States and 
to manufacturers. Along with the 
card was a letter asking for news. 


> The result was an immediate 
swelling of the news supply and a 
stepped up interest in the paper’s 
advertising columns which had not 
been previously offered on a na- 
tion-wide basis. 

“Whether or not we break even 
in the cost of producing the paper, 
dollar for dollar,” Mr. Davies 
pointed out, “we still believe that 
the project is a worthy one. The 
paper not only accomplishes its 
original objective, but it enables us 
to keep contacts with all the seg- 


ments of the food industry which 
is very important to us. 

“The paper also has become an 
institutional project for the agency. 
Everybody in the food business 
knows we publish it,” he said. 44 


St. Petersburg Paper 
Binds Special Edition 


A new wrinkle has been added 
to the special edition technique by 
the St. Petersburg (Fla.) Times. 

The newspaper is observing its 
75th anniversary. To mark the 
event, six separate sections were 
printed, one each month, and cir- 
culated. An overrun of the sections 
were gathered and bound in one 
hardback edition and sent to com- 
munity leaders, libraries, advertis- 
ing sources and friends of the Times. 

Titles of the sections: 1. The story 
of the St. Petersburg Times; 2. Life 
on the Florida Suncoast; 3. Religion, 
education, and culture; 4. Govern- 
ment; 5. An economy on the move— 
business, commerce and industry. 
6. Times Printing Plant Dedication. 

44 
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A complete “how it’s done” picture of the 
graphic arts field prepared by more than 100 
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graphic arts field in easy to understand form — 
one that you will want to keep within reach for 
ready reference. 


Profusely illustrated, this 423-page volume contains chapters on 
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know what’s new in paper and 
board for every use ad people need. 
And he makes it his business to 
keep abreast of developments in the 
printing and lithographic trades. 


> Not all problems Don faces are as 
special as these three examples 
would indicate. They were purpose- 
ly made dramatic to drive home to 
you the versatility of Don Jackson 
and the other Don Jacksons you 
know whose knowledge and help- 
fulness is sought after by ad people 
and sales promotion people every- 
where. 

Don may be called on to provide 
sugestions for new stationery, or to 
suggest possibilities for the deluxe 


Teer, 
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PAPER MERCHANT 


Part of Your Team 


In the constant effort to get more for your printing 


dollar, your paper merchant can be a valuable ally, 
if you use his special know-how. 


By Charles V. Morris 
Marquardt and Co. 
New York 


Pretend you’re Don Jackson, pa- 
perman extraordinary. 

You're sitting at your desk on an 
average working day. Or you’re out 
calling on the ad people among 
your clientele — art directors, ad 
managers, production people, sales 
promotion execs. 

You’re faced with paper problems 
almost every minute. Questions like 
these, for example: 


© We'll be using space on the sides 
of busses in this year’s campaign. 
What kind of stock do you suggest? 
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© We want to package our small 
wrenches in bubble packs. Can you 
recommend a satisfactory board? 


© This year’s consumer catalog will 
be lithographed from rolls. Because 
we plan to increase the press-run 
we are interested in making savings 
in every area of production. That’s 
why we decided to use web-offset. 
What paper should we use? 


can you answer ques- 
tions like these? 

If you’re still playing “pretend,” 
you'll know how Don tackles these 
problems. Remember, it’s Don’s 
business to be helpful in such situa- 
tions. Don makes it his business to 


catalog Cadillac will issue when it 
introduces its 1961 models. He may 
be asked to suggest the sturdiest, 
longest-lasting coated cover paper 
that will print four-color process 
and accept liquid laminating. 

These are examples of basic pa- 
pers and familiar end-usage. But 
he’s expected to know how to an- 
swer the demand for “the brightest 
white uncoated paper that is satis- 
factory for offset,” and how to an- 
swer the request for “an unusual, 
off-beat green with lots of gray in 
it.” He may be asked for the “fast- 
est-acting master paper for use in 
Bruning copying machines.” He 
may be asked to recommend colored 
papers that will not fade when used 
on Azograph duplicating machines. 

Don daren’t make a mistake... . 
however unusual the request. Fortu- 
nately for Don, and all the other 
Dons, support at the home office is 
expert. No problem is too difficult. 
And then there’s the next line of 
defense, the mill technicians, bless 
them. 

With this combination going for 
them, ad people and sales promotion 
people can confidently trust their 
paper problems to Don and his 
friends. 


> While extolling Don Jackson, his 
expertness and the importance he 
represents to ad people, we also 
talked about the common tools used 
to communicate between manufac- 
turers and their customers. 

These tools have one thing in 
common... they are printed on pa- 
per — paper and board, of course. 
Beyond that point the tools start to 
differ — in production process, in 
number of colors, in page-size and 
number of pages, length of run, etc. 
etc. 

Even in paper, differences can be 
so numerous paper merchants cope 
with them only by assembling from 
3,000 to 9,000 or 10,000 items so ad 
people may have an almost unbe- 
lievable latitude of choice—choice 





GILBERT 
CUT-SIZE 


PAPERS with Easy-Opening Reusable Cartons... 


Gilbert cut-size business papers, either boxed or ream wrapped, now are pack- 
aged in a new carton. This handsomely printed easy-opening carton, containing 
ten reams, is readily reusable. The telescope top has spot glued flaps —just enough 
to hold securely during shipment to you. You can then open these flaps, remove 
the paper for printing, and repack in the same carton for shipment or storage. The 
telescope top has a further advantage. When sealed at the mill, it allows adjustment 
so-that the cockle finish is protected. You'll like, too, the new flip-top box used for 
the Gilbert boxed line. It makes it so easy to remove just the required amount of 
paper. Ask your Gilbert Paper Merchant about Gilbert quality papers. 


GILBERT PAPER COMPANY GILBERT 
Menasha, Wisconsin parte COMPANY 
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of color, surface character, weight 
and price range. 

This vast treasure chest of papers 
— and the ideas these papers offer 
creative people — signifies an un- 
mistakable advantage for advertis- 
ers. But, as you’d suspect, because 
of the depth and fullness of this 
trove no art director or production 
person can know intimately the full 
range of this selection of papers. 
Not even most seasoned art direc- 
tors, production people and printing 
buyers know all the available pa- 
pers. And they’re the first to admit 
they don’t. 


> That’s when Don Jackson is friend 
indeed. He interprets these printing 
papers — the papers of many man- 
ufacturers — to ad people in terms 
of individual needs. It’s Don’s job to 
see that ad people and sales promo- 
tion people are supplied with the 
“right paper for the job” (apologies 
to Kimberly-Clark Corp.) whatever 
the process of reproduction, what- 
ever the purpose after-printing. 

Seaman-Patrick Paper Co., De- 
troit, issues a helpful little guide on 
this very subject to printing-buyers 
and advertising people in its mar- 
keting area. This adroit paper-mar- 
keting establishment feels strongly 
about its responsibility to provide 
thorough information to its non- 
printer friends, 

Here’s how it expresses this prin- 
ciple of responsibility: “This con- 
cept of responsibility interprets our 
papers to advertising people and 
buyers of printing. Today this rela- 
tionship between our paper consul- 
tants and advertisers is more perti- 
nent than ever before. And for a 
very good reason. During the past 
ten years so many new types of pa- 
pers have been introduced, so many 
old and often-used papers have 
been so greatly improved and their 
use-value extended, the only person 


who can be expected to keep pace 
with these advancements is the pa- 
per specialist.” 


> Wise buyers of printing quickly 
admit that paper specialists — you’d 
have to call Don Jackson a “paper 
specialist” — can save time, and 
effort, and worry for them. And just 
as importantly, paper specialists can 
recommend the use of papers that 
will contribute in large measure to 
the effectiveness of a printed piece 
and to the impression the advertiser 
wants to register. Not to mention 
help in the budgetary direction. 

These services of the paper spe- 
cialist add nothing to the cost of a 
job; actually the paper specialist’s 
recommendations can reduce costs. 

It’s true, paper specialists are in- 
tegral parts of well-organized print- 
ing-buying procedures. Paper spe- 
cialists are trained and experienced 
consultants specializing in paper 
and printing problems. Like Don 
Jackson, paper specialists know 
printing papers, printing presses 
and printing processes. They have 
studied in paper mills and convert- 
ing plants. Many of them, Don for 
example, are familiar with the me- 
chanics of printing, lithography and 
gravure, and from this reservoir of 
knowledge they draw with author- 
ity when called upon for advice. 


> Services of Don Jacksons, it goes 
without saying, are invaluable. It 
can be added with emphasis that 
only those with equal experience 
and knowledge can afford not to call 
on these paper specialists. There 
services take several forms, all use- 
ful to ad people. For instance: 


® The selection of the type of paper 
physically suited to the mechanics 
of the job — number of copies to be 
printed, the size of the page, the 
size of the page, the number of 
pages or the number of folds; the 


kind of artwork to be reproduced, 
the printing process to be used; 
end-usage. That kind of informa- 


tion. 


© The selection of proper colors and 
expressive character of papers from 
among the wide and varied re- 
sources available to paper mer- 
chants. Ad people can select from a 
pageantry of colors ranging from 
soft-toned tints, muted middle 
shades and full-bodied, rich-looking 
deep colors; and an infinite variety 
of textures and finishes as coarse as 
burlap (rough felt finishes) or as 
smooth as silk (pigmented sur- 
faces); as brilliant as burnished 
metal (gold, silver and copper me- 
tallics) or as warm as homey wood 
tones (wood veneers); as soft as rich 
suede (flocked velour) or as rugged 
as horsehide (embossed leather fin- 
ishes); as polished as _ porcelain 
(cast coated like Kromekote and 
Lusterkote) or as matte as eggshell 
(dull-coated). 


® The selection of weights from 
gossamer thinness to sturdy display 
boards. 


® The selection of standard sizes 
that permit the printing of almost 


any page-size or unit-size with lit- 
tle or no waste, and therefore with 
proportionate economy. 


© The availability of sample sheets, 
work sheets for the art director and 
tailor-made dummies so that the se- 
lected papers can be visualized in 
complete physical form before pro- 
duction is started. That is exact size, 
exact number of pages; envelope to 
match; exact postage weight. With 
these samples and dummies, paper 
specialists provide complete specifi- 
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cations enabling ad people to pur- 
chase their printing on an absolute- 
ly equitable basis. Experience 
teaches that printers prefer bidding 
on standard specifications of papers 
because it is fair. After all, paper’s 
share of the printing is 25 to 30%. 


| >» Let’s see what other services Don 


Jackson offers his clientele of ad 
people: 


1. Library of Ideas. Don’s company 
maintains a library of specimens 
complete with every form of printed 
advertising and sales promotion, 
and for every business and service. 
This library is supported by the 
printed specimen exchanges of al- 
most all the mills Don’s company 
does business with. Don’s own li- 
brary is refreshed regularly by con- 
tributions from the papermakers. 
Strathmore Paper Co., Hammermill 
Paper Co., Mohawk Paper Mills 
Inc., Appleton Coated Paper Co., 
Mead Papers Inc., Beckett Paper 
Co. and Nekoosa-Edwards Paper 
Co., to name some, make a point of 
collecting specimens of distinctive 
advertising on their papers as in- 
spiration for other ad people. 


2. Don’s company represents, 
among many famous papermakers, 
S.D. Warren Co., whose library of 
textbooks are available for adver- 
tising people. These books include 
the ten books in the series “Manag- 
ing Your Business with the Help of 
Printing” and the four books in the 
series titled “How to Plan Printing 
to Promote Business.” 

No advertising art director or 
production man should be without 





Planning Ahead 


The Delta Power Tool Division 
of Rockwell Mfg. Co., Pittsburgh, 
was planning to introduce a new 
drill press with a 11x17” self- 
mailer. This was to be in two 
colors, with 24 halftones, offset in 
a run of 100,000 pieces. 

Very early in the planning stage, 
John Greguric, in charge of the 
job for Delta, discussed it with 
Bob Daufenbach, representative of 
General Paper Corp. Together they 
examined many possibilities, and 
finally decided on Hopper’s Brite 
White Sunray Crystal Finish 80# 
Text. This, they felt, would give 
the most faithful reproduction, ex- 
cellent folding qualities, and would 
appeal to the sense of touch as 
well as to the eye. 

The job called for 7,000 pounds 
of the paper, but the advance plan- 
ning made sure that the stock 
would be on hand when the printer 
was ready to roll his presses, thus 
avoiding delays or forcing the use 
of a second-choice paper. 


Warren’s “Workbook for Planning 
Printing” or Warren’s “Estimator’s 
Guide.” Don provides them without 
cost. 


3. Many papermakers provide com- 
prehensive sample books of their 
entire lines. Don will see to it that 
his advertising clientele have them 
as issued. 

Among the mills providing these 
“all-inclusive” samplers are Hamil- 
ton Paper Co., Lee Paper Co., S.D. 
Warren Co., Champion Paper and 
Fiber Co., Hammermill Paper Co., 
Mohawk Paper Mills Inc. Curtis Pa- 
per Co., Strathmore Paper Co., 
Mead Paper Inc. These are refer- 
ence works no art director or pro- 
duction man should be without. 


4. From time to time, paper mills 
publish other helpful books for ad 
people. Kimberly-Clark’s “Type and 
Paper” is a perfect example of such 
a book. It spells out the relationship 
of specific typefaces and surfaces of 
paper. 

Mead Papers Inc. has just issued 
“Big Results from Small Offset 
Presses” which should be in the 
hands of every art director and pro- 
duction man. 

And every art director and pro- 
duction man should have Appleton 
Coated Paper Co.’s “Ink Color 
Guide.” It simplifies the selection of 
colored inks for colored papers. Don 
provides them as they’re published. 

What does Don Jackson expect in 
return for all these attentions to his 
clientele? Simply this... . a fair 
chance to supply their paper and 
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New sheet protectors of Mylar 
cut ring-binder bulk by 35% 


Get up to 35% more sheets into ring binders with sheet protectors made 
of thin, lightweight Du Pont “‘Mylar’’* polyester film. 


They’re tough . . . won’t pull out at ring 
holes . . . won’t yellow or become brittle 
with age . . . cut replacement costs. 

And, in quantity, you pay no premium 
for the benefits of ““Mylar’’. Ask your sup- 
plier for some today. Du Pont Co., Film 
Department, Wilmington 98, Delaware. 
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“| always look forward to a few hours with 
Ad Requirements” 


says E. A. MICHALS 
Advertising & Sales Promotion Manager 
Armour Industrial Chemical Company 


Mr. Michals and Armour Industrial Chemical Com- 

pany (a division of Armour and Company, Chicago) 

are typical of the advertising-sales promotion pro- 

fessionals and important buyers of advertising 
products and services you reach in the pages of Advertising 
Requirements 


Marketer of several hundred industrial chemicals, Armour 
mails more than 50,000 pieces of promotional literature an- 
nually to the chemical, petroleum, plastics, mining, rubber, 
paper and other industries. In addition, booklets, folders, leaf- 
lets and house organs are distributed at trade shows and by 
the firm’s sales force. 


“The reproduction qualities of Armour Chemical’s 
advertising and sales promotion pieces are ultimately 
my responsibility.” 


Armour Chemical’s $100,000-plus promotion program includes 
a portion for audio-visual aids which currently consists of 
slide presentations for technical seminars (conducted for cus- 
tomers and prospects), flip charts and a motion picture on the 
application of the company’s products to road building. A 
space advertising program also is conducted in about thirty 
trade and business publications. 


Mr. Michals majored in advertising at the University of Illinois 

School of Journalism, and brought both production and writing 

experience with him when he joined the parent Armour com- 

pany (in 1954) as advertising supervisor for several of its 

industrial divisions. Two years later, he progressed to adver- 

“Therefore, anything I can do to refresh my mind, tising and sales promotion manager for the industrial chemical 

or learn something new, about the graphic arts helps me operation—the largest Armour nonfood division. Mr. Michals 
transmit suggestions to the people with whom I work.” is the founder of the Chicago Chemical Advertising Group. 


Advertising 
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Light Weight 


Sam Osborne, advertising man- 
ager, Ohio National Life Insurance 
Co., was faced with a 50th anniver- 
sary mailing for his company which 
also had to announce its conver- 
sion from a stock company to a 
mutual company. This meant that 
a mailing would have to contain 
a great deal of information, give 
an impression of quality, and yet 
not raise postage costs. 

The mailing would consist of an 
annual report, a leaflet, a covering 
letter, a single sheet announce- 
ment, an IBM card and a return 
envelope. Paper for the first two 
items had to he selected, the oth- 
ers being standard and could not 
be changed. Working with the Cin- 
cinnati Cordage and Paper Co., Mr. 
Osborne selected 60# Nekoosa 
Fantasy, because of its sharp 
brightness and its high opacity, in 
spite of its light weight. This kept 
the weight of each mailing piece 
to one ounce — and saved over 
$8,000 in postage. 


envelope requirements when they 
specify his brands as they place 
their printing orders. 


> If you didn’t already suspect it, 
Don’s one of the big earners in the 
paper business, because he’s impor- 
tant in the creation and purchase of 
his clientele’s printing requirements. 

We believe we've helped to prove 
the point that paper people talk the 
language of the advertiser to the 
everlasting benefit of everyone con- 
cerned with the creation, production 
and purchase of printing. This much 
is certain, Don Jackson .... you’d 
know Don Jackson if his real name 
were printed here .... has been 
proving his value to advertising 
people for a long, long time. 

And so has Lennie Russak in Chi- 
cago, and Phil Rhodes in Philadel- 
phia, and Jim Stokes in Cleveland, 
and Jack Marshall in Boston. Wher- 
ever you are, in Portland, Ore. or 
Tallahassee, Fla.; in Hartford, Conn. 
or Omaha, Neb.; in Los Angeles, 
Calif., or Milwaukee, Wis. there’s the 
likes of Don Jackson just waiting 
for the opportunity to show that he 
talks the lingo of the advertiser 

. in paper terms, that is. 44 


Japanese Daily Develops 
Facsimile-Offset Process 


A Japanese newspaper, the Asahi 
Shimbun, has developed a facsimile- 
offset process which enables it to 
publish a paper in Tokyo and have 


the identical paper on the streets 
of Sapporo, some 1,000 miles away, 
only one hour and 40 minutes later. 

With the new process, the paper 
has a microwave link going almost 
the entire length of Japan. Facsimile 
negatives of the paper put out in 
Tokyo can be transmitted over the 
link at high speed and with high 
fidelity. At the receiving end in 
Sapporo, the film is developed and 
prepared for printing via a dry off- 
set process developed by the Jap- 
anese to “solve many of the diffi- 
culties previously inherent in offset 
printing.” 

The Ashahi Shimbun is one of 
Japan’s big national dailies, with a 
circulation of seven million. Re- 
cently, it became the first news- 
paper in the world to publish a daily 
by combining facsimile transmission 
and offset printing. 

Publishers from 12 countries have 
inspected the process. 44 


Recommendation Lists 
Standard Paper Widths 


A new standards recommendation 
which establishes for international 
trade the widths of sheets of paper 
for catalogs, pamphlets, and periodi- 
cals, as well as for documents for 
commercial, technical or adminis- 
trative use has been approved and 
published by the International Or- 
ganization for Standardization 
(ISO) and is now available from 
the American Standards Assn. 

The ISO was founded in 1946 to 
develop common international 
standards in the fields of technology 
and engineering. ISO recommenda- 
tions are issued for voluntary ac- 
ceptance by member countries. 
American interests in the ISO are 
represented through the American 
Standards Assn., one of 44 national 
standards bodies of as many coun- 
tries which comprise ISO member- 
ship. 

Copies of ISO Recommendation 
R 101, covering widths, are avail- 
able at 60¢ each from the American 
Standards Assn., 10 E. 40th St. 
New York 16. 44 


Screen Process Data in 
Literature From Advance 


Two pieces of literature offering 
information about the screen proc- 
ess field are being offered by Chi- 
cago’s Advance Process Supply Co. 

One is the Advance Catalog ’60, 
the other is Specialized Imported 
Equipment. The combined 225 pages 


give information about Advance’s 
six manufacturing divisions, reports 
on advancements in the screen 
process field, and descriptions of 
inks, dryers and other types of ma- 
terials used in the process. 

Copies of both publications are 
available. 

+ « « for more details circle 802, page 115 


Laurence Issues Report 
On Uses, Impact of ROP 


The tenth in a series of mono- 
graphs intended to improve prac- 
tices in the graphic and advertising 
arts has been prepared and distrib- 
uted by Laurence Inc., Chicago 
photoengravers. 

The latest in the Laurence series 
is on r.o.p. (Run of Paper) color. 
Samples of recent uses of r.o.p. color 
are included and descriptions are 
given of the mechanical screens, 
halftones and combinations of color 
reproduction used in this process. 

According to Laurence spokes- 
men, plans are now being made for 
combining all ten guides into a sin- 
gle, bound volume with a publica- 


tion date set for next year. 
+ « « for more details circle 803, page 115 


Eastern Issues Revised 
Price List for Inserts 


A revised price list for full color 
pre-printed newspaper inserts has 
been issued by Eastern Colortype 
Corp., Clifton, N.J. 

The new list is a reduction of 
previous prices announced by the 
organization, made possible, said 
spokesmen for the company, by the 
installation of a new five-color per- 
fecting web fed offset press with a 
heavy duty rewind. 

The list, with samples of the com- 
pany’s product, is available to ad- 
vertisers and their agencies. 

+ « « for more details circle 804, page 115 
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James D. Woolf 
A SELECTION OF 

THE BEST OF HIS 
‘*SALESENSE”’ ARTICLES 


400 pages that deal 
principally with the creative 
aspects of advertising 


Advertising Age, The National 
Newspaper of Marketing, is 
not normally in the business of 
publishing books. But this book 
is a ‘demand performance." 
Hundreds of our readers— 
both agencies and advertisers 
—have been besieging us with 
requests for Jim Woolf's ‘Sale- 
sense"’ articles in book form as 
a permanent reference work. 
Handsomely-printed and lav- 
ishly illustrated, this new vol- 
ume is an exceptional value at 
$5.95 including all postage 
and handling charges. QUAN- 
TITY DISCOUNTS: 5 to 10, the 
price is $5 each; 11 to 25, 
$4.50; over 25, $4 each. Mail 
coupon below. 


EXAMINE SALESENSE for 5 Days 
AT OUR RISK 


ADVERTISING AGE, Dept. 
Attention: Book Department 
200 E. Illinois St., Chicage 


I want———_—_——— cepies ef SALESENSE IN 
ADVERTISING. If I am y 


net oe 
satisfied with the beek (or books) after a 
5 days’ examination, | can return the beok(s) 
and my meney will be refunded in full. 


My Name —————______ 
OO EOE 
OO 
City —-——____——_ 7 —- State 

C) I am enclosing my check fer $ 

C0) Bill me later () Bill my firm 


78 + @¥p ° August 1960 


Magazine Develops New 
Color Printing Process 


Look magazine has developed a 
process, Look Kromatic, which will 
give advertisers reproduction which 
is higher in quality, has greater 
gloss, and is deeper in tone with 
greater color hue saturation than has 
heretofore been possible with exist- 
ing equipment and techniques, the 
publication has announced. 

In addition, the process makes it 
possible to gain greater impact with 
white elements in printing. Accord- 
ing to Look, it uses a white ink 
which is whiter than the best of 
white paper and should prove par- 
ticularly valuable to appliance man- 
ufacturers, soap and detergent man- 
ufacturers, and other advertisers 
whose product or package has pre- 
dominantly white elements. 

The process utilizes the special 
ink, a new machine-coated paper, 
and exclusive 10-color press equip- 
ment. According to executives of 
the publication, the process is com- 
prised of Look’s refinements and 
improvements in “every step of 
what would otherwise be known as 
the gravure process.” 44 


Bohn Duplicator Has 
New, Small Machine 


A new duplicator, the R-11, has 
been announced by Bohn Duplica- 
tor Co., 444 Park Av. South, New 
York. 

The product is styled, by Burton 
Tysinger, so that the feed and re- 
ceiving trays fold to a self-con- 
tained, dustproof case that occupies 
less space than an office typewriter. 
A single feed cycle is provided and 
for system applications, the R-11 
may be operated from the front 
while the operator is seated. 

Additional features include Nylon 
gears, perfect registration, raise and 
lower copy control and a reset copy 
counter, the company states in its 
sales literature. 

The machine is available in both 
electric and hand operated models 
and is sold with a one-year guar- 
antee. 44 


Patent Assigned for 
Combination Process 


A patent covering a combination 
of embossing and printing in regis- 
ter on both sides of a single sheet 
has been issued to Paul Klemtner 
& Co., Newark, N.J. pharmaceutical 


advertising agency. 

The process, Duanat, was origi- 
nated by Irv Warhaftig, formerly 
an art director at the agency and Ed 
Funk, vice president and account 
supervisor for the Klemtner organ- 
ization. 

One use of the new process has 
been to illustrate anatomical em- 
bossed reproductions for Bristol 
Laboratories (see AR, April 1958) 
and used as a medical journal in- 
sert. Other uses envisioned include 
not only illustrations of organs of 
the body for medical advertising 
but also a wide variety of illustra- 
tions for consumer and industrial 
advertising. 44 


Uses of Colored Ink, 
Stocks Shown in Packet 


Printing with colored inks on 
colored paper can often give the 
illusion of a second color on print 
jobs. 

Proof of this fact is offered in the 
second edition of “How to Put Color 
into Your Printing .. . at little more 
than the Cost of Black and White,” 
a demonstration packet issued by 
the Beckett Paper Co., Hamilton, 
Ohio. 

The packet contains 12 one-color 
samples, reprints of commercial 
jobs, printed in various colors of 
ink on colored papers. Twelve dif- 
ferent colors and six Beckett grades 
are represented. 

+ + « for more details circle 805, page 115 


12-Page Booklet Gives 
Tips on Sales Manuals 


A 12-page booklet, designed to 
help sales management find a 
simplified approach to improving old 
sales manuals or compiling new 
ones, has been published by the 
Heinn Co., Milwaukee. 

Included in “How to Develop a 
Good Sales Manual” are sections 
on how to begin collecting infor- 
mation, what to include, how to 
develop subjects, how to divide the 
work among subordinates, and how 
to be sure the finished manual en- 
joys full use. 

Since organizing material is con- 
sidered one of the most difficult 
parts of a sales manual project, the 
booklet lists suggested copy for 
printed index tabs—13 main titles 
with 90 subtitles. By scanning the 
list, a sales executive can quickly 
decide which are applicable to his 
own operation. 

- « « for more details circle 806, page 115 





Salestalk by Viewlex 


Advertisers Buying Guide 


How to Buy 
Desktop Filmstrip Projectors 


As more companies learn the values of making it easy 


to bring a visual presentation to a prospect's desk, the 


use of portable projectors is growing rapidly. 


By Robert B. Konikow 
AR Managing Editor 


The next time you see a young man entering an office 
with an attache case in his hand, den’t be too sure that 
it contains papers, or perhaps his lunch. There is a very 
great possibility that it is a desk-top filmstrip projector. 

For this is becoming an increasingly valuable tool for 
the salesman and the sales promotion man. The value 
of the visual has long been accepted, not only for large 
audiences, but for small groups—even as small as a 
single person. But the projected visual has been barred 
from the arsenal of the individual salesman, largely be- 
cause of the cumbersomeness of its use. Salesmen are 
notoriously reluctant to carry bulky and awkward 
items, and they are highly individualistic about it. A 
sales manager can distribute all sorts of material, but 
he can never force a salesman to use it. 


A sales tool must be simple for the salesman to use, 


as well as effective. The salesman must be able to han- 
dle it with dignity and ease. He does not want to look 


like a messenger or a porter, overloaded with cases, 
awkward and tired in appearance. 


> To meet this need, manufacturers are supplying sim- 
ple units, that travel in an attractive case, that can be 
set up rapidly and taken down even more rapidly, that 
occupy little space in use, and that can be shown with 
the minimum of inconvenience to both salesman and 
prospect. 

Portable projectors, that meet these requirements, are 
now available for 2x2” slides, silent and sound film- 
strips and 16mm motion pictures. This article will con- 
fine itself to the sound filmstrip; later articles in the 
series will discuss other types of projectors. 


> But owing a projector is not an end in itself. A projec- 
tor is a tool, designed to do a job, and perhaps before 
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Communicator by C.O.C. Industrial 
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Narrator by Tel-A-Story 


we look at the equipment, we ought 
to look at some of the ways in 
which advertising and sales pro- 
motion men are using them. 

In the area which we are consid- 
ering, the filmstrip is used by a 
salesman, who shows it in a pros- 
pect’s office or home, to an indi- 
vidual or, at most, a group of two 
or three people. While the filmstrip 
has other uses, such as for indoc- 
trination, sales training, education, 
these applications usually project 
the strip on a large screen. 


@ One of the largest users of the 
filmstrip as a selling tool is the life 
insurance field. Most companies now 
offer their agents a series of strips 
which help to present the story of 
a particular type of policy, often 
aimed at a specific and limited au- 
dience. 

John Colburn Associates, Wil- 
mette, Ill., made a study based on 
the first 21 strips it had produced 
to sell certain Lutheran Brother- 
hood plans. Some 4,100 agents were 
using the strips at the time of the 
report, July 1959. Based on this 
volume of experience, Colburn has 
identified eight significant benefits. 


1. More Calls ee A definite, al- 


though not an outstanding, benefit 
of film. 


Executive by Audio-Master 
ete i ae 


qq = 


2. More Interviews . . The sen- 
tence, “I’d like to show you a film,” 
seems to be the most fantastically 
successful door-opener in insurance 
history. As the field becomes satu- 
rated with films, this advantage may 
decrease. 


3. More Sales .. The increase is 
higher than would result simply 
from more calls. The proportion of 
sales to interviews seems to be in- 
creasing. 


4. Recruiting . . Good salesmen 
appreciate good tools, and the 
availability of filmstrips seems to 
have helped in persuading top pro- 
ducers to represent one company. 


5. Productivity of New Men. . 
Film seems to get new men in pro- 
duction faster, probably because the 
existence of a reliable method of 
presentation gives them confidence 
earlier. It also means that more 
training time can be placed on the 
close. 


6. Larger Unit Sales .. By using 
a larger premium as the solution of 
the problem of the “example fam- 
ily,” the sights of both agent and 
prospect seem to have been raised. 


7. Annual or Semi-Annual Pre- 
miums .. There is also an increase 





in the size of the original payment 
and a trend towards larger and less 
frequent premiums. This is probably 
the result of getting the prospect 
fully sold. 


8. Conserving Business .. Ex- 
perience is more limited on this 
point, but there are indications that 
the full and effective presentation 
of the plan by the film is highly 
useful in reselling contracts about 
to be lapsed or surrendered. 


e Another user of portable film- 
strip projectors is International 
Harvester. Here the problem is that 
the product — farm machinery — 
is large, expensive and, generally, 
specialized. The prospect is fre- 
quently out in the field, and this is 
a literal use of the term. The sales- 
man must tell him about the prod- 
uct, or persuade him to come into 
the showroom, assuming that the 
nearest dealer has a model of the 
specific machine in stock. 

To demonstrate each machine, a 
filmstrip is made of it. This is often 
the first detailed report that the 
salesman gets, so rapid is today’s 
introduction of new machines with 
new features. 

The program is _ self-financing. 
Each dealer pays for what he gets, 
and this covers the continuing pro- 
duction of new filmstrips. The first 
year of the program, nearly 3,000 
projectors were bought, and of the 
first 35 strips, the average sale was 
1,000 prints each. 

An additional factor entered into 
IH’s program. Because many of the 
prospects were tracked down away 
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Picturephone by McCiure 


from their homes, and thus away 
from electricity, a means had to be 
found to make projection possible 
elsewhere. Each salesman was 
equipped with a converter which 
plugged into his car’s cigaret lighter 
and fed the necessary 110v ac to 
the projector. 


e Another classic story of the use 
of portable filmstrip projectors is 
that developed by the Rockcote 
Paint Co., Rockford, Ill. It needed 
to introduce a new paint-tinting 
machine and a comprehensive mer- 
chandising program at the same 
time. The machine was too bulky 
and costly to ship out for. demon- 
strations, but its story could be put 
on a filmstrip. 

Forty projectors were bought and 
furnished to the Rockcote sales 
force. Equipped with this, they were 
able to use the strip as a powerful 
sales tool. It is credited with creat- 
ing many new accounts for the 
company, as well as broadening the 
line carried by existing accounts. 


e Many of the divisions of IBM rely 
heavily on visuals. Here the product 
is very complicated and involves a 
great deal of money. This means 
that top level management must 
often be sold, rather than techni- 
cians, making the ability of the 
visual to simplify extremely im- 
portant. 

It also means that the salesman is 
of high caliber, and doesn’t want to 
be a servant to his projector. Thus 
IBM has concentrated on what is 
now the most highly automated and 
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most expensive self-contained film- 
strip projector on the market. 


> Once the problem has been de- 
fined, and a decision made to use a 
filmstrip, the next question is to 
select the equipment to be used. 
This isn’t easy, for all the models 
currently being offered are well 
made, have many similar features, 
and are not widely separated in 
price. 

There is, of course, no single 
machine that can be nominated as 
best. If you score them all accord- 
ing to the various factors upon 
which your decision must be based, 
you will find that the order of the 
projectors in each of the factors is 
different. What is an important fac- 
tor to one user is unimportant to 
another. Each case must be con- 
sidered individually. 


> Before getting into more detailed 
descriptions of the projectors on 
the market, let us examine some of 
the factors which should enter into 
your decision. 


e Price ... The cost of a projector 
is, of course, an element in a buying 
decision, but don’t let it be your 
major element. The prices listed in 
the table are the suggested retail 
prices for the purchase of a single 
unit. While most units are available 


only at list, all offer special prices 
for quantity purchases, and the dis- 
count rates may vary, both with 
the manufacturer and with the 
dealer. 


@ Quality ... This factor is a com- 
bination of many elements, but for- 
tunately, you won't go very far 
wrong with any of the available 
models. Although there is some dif- 
ference in the amount of light avail- 
able, the screens on all machines 
are small enough so that even the 
lowest power projector is satisfac- 
tory. 

The same thing is true of sound 
quality. While there are some dif- 
ferences, they are not serious. Ac- 
tually, one cannot expect high- 
fidelity performance and a full tonal 
range in a piece of portable equip- 
ment, but all machines to which 
AR staff members listened produced 
acceptable sound quality. 


© Weight and size . . . How easy is 
the projector to carry? This is a 
factor, since you are designing it 
for portability. Figures alone are not 
enough, for it is not only the weight, 
but the heft, of an item that affects 
its carry-ability. 


@ Ease in showing . . . How impor- 
tant to you is speed in getting the 
projector in operation? While all of 


the projectors are designed for easy 
handling, some are easier than 
others. Another factor is the space 
required on the prospect’s desk. 
The less space taken, generally, the 
better. Can the unit be dismantled 
quickly, so the salesman can leave 
without stumbling over himself? Is 
he ready for the next showing, and 
if not, what does he have to do 
between calls to get ready? 


e@ Versatility . . . How many dif- 
ferent ways do you plan to use the 
projector? Will there ever be occa- 
sion to use it for a larger audience, 
on a standard screen? Are the vir- 
tues of automatic advance a nec- 
essity? Is the salesman using the 
same strip on all calls, or must he 
select from his library of films? If 
the latter, is his choice made before 
he enters the prospect’s office, or 
during his presentation? 


e Service ... This is a minor point, 
but not one to be overlooked com- 
pletely. We are fortunate in having, 
in the audio-visual industry, a 
group of manufacturers with high 
standards, backed up by dealers, 
widely located, of high competence. 
Service is rarely a problem, and 
you must depend more on local 
resources than on the manufacturer. 

There are slight differences from 
one piece of equipment to another, 
and if this is a problem that wor- 
ries you, you might see how easy 
it is to change a bulb in the pro- 
jector or replace a needle in the 
player arm. 


> The eleven machines whose char- 
acteristics are summarized in the 
accompanying table can be divided 
into three categories. 

The first category includes six 
machines (Mr. Sales Master, Mite- 
e-Lite, Picturephone, Mayer N-3, 
Soundview and Salestalk) which 
are basically two-piece units. While 
carried in a single case, in actual 
operation the projector and the 
screen are removed from each 
other. In all but the Soundview, 
the screen is in the lid of the case. 
The Soundview uses a_ roll-up 
screen that is carried in the case, 
but stands separately, stretched by 
its own easel. 

All of these are advanced manu- 
ally, again with the exception of the 
Soundview, which is available in 
both automatic and manual models. 
The manual advance is done by a 
knob on the side of the projector, 
although the M-3 and Mr. Sales- 
master have remote control knobs. 

While the optics of these pro- 
jectors have been designed for the 
small screen, all of them can be 
used on a standard-sized screen, 


with varying success. At the larger 
magnifications, weaknesses in both 
the sharpness of the lens and the 
evenness of the illumination begin 
to show up. Some manufacturers 
offer, as optional equipment, lenses 
that are better suited to large screen 
projection. 

The turntables in the sound sys- 
tems vary, in both record size and 
capacity. Most projectors handle 
only a 12” maximum record, with 
the Soundview and the N-3 the 
exceptions, with a 16” capacity. 
Three machines — N-3, Soundview 
and Salestalk — offer four speeds; 
Picturephone and Mr. Salesmaster 
offer three. Changing is done by 
moving a simple indicator near the 
turntable. The Mite-e-Lite has two 
speeds only — 33-1/3 and 45 — 
and changing requires slipping a 
collar off the spindle, reversing the 
turntable and replacing it, a some- 
what more complicated procedure. 
However, one must bear in mind 
that for the primary purpose of fur- 
nishing a salesman with a simple 
projection tool, it is rarely neces- 
sary for him to change speeds. 

Comparing machines, the Sound- 
view is the heaviest, the most ex- 
pensive, the slowest in setting up, 
but on the other hand, is the most 
versatile, has a larger speaker, and 
is the only one in this group having 
a projection bulb larger than 150 
watts. Very close together in char- 
acteristics are the Picturephone, 
Mr. Sales Master, Mayer N-3 and 
the Salestalk. Each has special fea- 
tures which will have to be weighed 
against individual needs. In some, 
for example, the turntable must be 
taken from its holder and placed 
in playing position; in others, it 
remains in playing position while 
the case is closed. Provisions for 
storage of extra records and strips 
vary. 

The Mite-e-Lite is the smallest 
and lightest of this group, although 
not by much. It is one of the more 
rapid to set up, partly because both 
turntable and strip can remain in 
position while traveling. However, 
it is the least versatile of the group. 


> The second category consists of 
four projectors, all of them using 
rear projection against a translucent 
screen. Rear projection has the 
advantage of a somewhat brighter 
image and wider viewing angle. 
These units also take up less space 
on the desk top and are more 
quickly set up and dismantled. 
Four projectors — Executive, 
Communicator, Narrator, Flip-Top 
— fall in this group. The first three 
are almost identical. They have a 
four-speed turntable, accommodat- 
ing up to 12” records; with an ad- 
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justable spindle to take care of the 
7” discs with the large center hole. 
Film advance is manual. 

The Flip-Top is somewhat dif- 
ferent. It employs a similar optical 
system of mirror projection, but the 
sound is handled differently. It has 
a single speed turntable, available 
in either 33-1/3 or 45 rpm. How- 
ever, this speed must be specified 
when ordering the machine; it can- 
not be changed from one to the 
other. It takes a 7” record only, with 
the large center hole. The large 
tapered spindle acts as a_ self- 
centering device, so placing the 
record on the turntable is a matter 
of slipping it into a slot. A record 
can be carried on the turntable 
between showings. 


> Of the projectors described above, 
the Mite-e-Lite, the Picturephone 
and the Flip-Top feed the filmstrip 
from the inside of the roll, and 
wind up the projected film in the 
correct position for rerunning. The 
others require a rewinding between 
showings. In none of these pro- 
jectors is it possible to pre-thread 
the filmstrip to the first frame and 
still close the case. In some, the 
strip can be carried in the film 
holder, although this is not recom- 
mended. The manufacturers suggest 
that you return the strip to its can, 
to protect it against dust and 
scratching. 


> The last machine — the Salesmate 
—must be placed in a category of 
its own. It stands by itself because 
of its completely automatic opera- 
tion, as well as its price. 

Its main distinction is the use of 
a continuous tape cartridge to carry 
the sound, rather than a record. The 
filmstrip itself, which must lie be- 
tween 30 and 150 frames, is also 
spliced into an endless strip. 

It is the simplest of all projectors 
to set up and use. The salesman 
stands the case in position, lifts up 
the lid. From it swing the trans- 
lucent screen and two leaves which 
hold the screen in position and 
shield it from direct light at the 
same time. 

The cord is pulled from the case, 
plugged in, and the projector is 
ready. Because of its transistorized 
circuit, there is no warm-up time 
required. Just as soon as it is in 
position, the salesman can start the 
machine by a touch on a button 
on the side of the case. After that, 
he can sit back and let the projector 
do the work. It runs through the 
presentation and then shuts itself 
off. 

The salesman rewinds the cord 
to fit in its cubby hole, swings the 
lid shut, and he is on his way. 


The advantages are obvious. Ease 
of installation and smoothness of 
presentation are first and foremost. 
But there are a number of disad- 
vantages which must be examined 
to see if they are pertinent in a 
specific situation. 

While the strip and the tape can 
be changed, it is not a simple mat- 
ter. If there is need to carry and 
show a series of strips, make sure 
that your salesmen can learn to do 
the changing and are willing to do 
it. 

The price is another factor. The 
projector is substantially higher in 
price than most of the others. You 
are paying for the convenience and 
the automatic features. In addition, 
the cartridge is a more expensive 
way of handling the sound than the 
record. Again, you are paying for 
convenience. Many companies have, 
of course, decided it was worth it. 

Don’t take the factor of conveni- 
ence too lightly. It is a major one in 
getting some categories of salesmen 
to use any selling tool. 


> If you feel that your sales force 
can use a filmstrip, there is a ma- 
chine on the market for you. But 
first, if you are to pick the most 
useful projector, think through how 
the strip will be used, and decide 
which factors are the key ones in 
your situation. 


© Will you use other people’s film- 
strips, which may vary in record 
speed and size, or your own, which 
can be kept uniform? 


e Will your salesmen have a single 
filmstrip, which they will show re- 
peatedly, or will they show different 
strips on different calls? 


e Will the audience always be 
small, or will you need, and how 
often, to project the strip on a large 
screen? 


e@ Will the presentation run without 
interruption, or will you want to 
stop the sound now and then to 
permit the salesman to add his own 
comments? 


> The answers to these questions 
will tend to give your thinking some 
direction, to help you narrow your 
choice. Then get circulars on the 
machines which seem to answer 
your needs; ask your audio-visual 
dealer to give you demonstrations 
and let you handle the projectors 
yourself. Discuss quantities and 
prices on your preferred model. But 
don’t let price alone force the de- 
cision. A lower price is not an ad- 
vantage if it cuts down on the effec- 
tiveness of the presentation where 
it counts — in the prospect’s of- 
fice. 44 





Wipes, dissolves, fade-outs are 
to the film editor what periods, 
commas and dashes are to the 
editor of printed material. This 
article explains what they are 
and how they should be used. 


By John Battison 


We should concentrate on the use 
of punctuation in our medium. 
When a copywriter prepares his 
copy he naturally marks it in more 
or less the usual places. But when 
he writes television copy the tend- 
ency so often is to forget that 
vision needs punctuation too! And 
it’s visual punctuation that we shall 
discuss here. 

We've all seen the hop, skip, and 
jump commercial in which idea fol- 
lows idea, and you're left breathless 
wondering what was being sold. 
This very probably used a virtual 
montage effect to present a multi- 
plicity of ideas in 15 seconds. A true 
montage is of course a collection of 
pictures which may be related in 


Punctuation 
Plays its Part in 
Production of Films 


some way, and all appearing on the 
screen at the same time. A virtual 
montage is one produced by ex- 
posing the viewer to a very rapid 
succession of very short scenes— 
more or less connected. 

The other extreme is the com- 
mercial in which the story unfolds 
so slowly that you’re bored before 
it is half way through, and the 
viewers have switched to the BBC 
before its over! Or it consists of a 
long dreary series of situations 
without any breaks or change of 
pace to separate the action. Both 
these commercials need correction 
—let’s see how it can be done. 


Cuts . . The most dramatic break 
you can make is a cut. Its effect 
is sudden and impelling. The break 
is clean—or the change is dynamic 
if the subject is chosen to produce 
this effect. In any case the cut 
speeds the story along. 

We mentioned the use of cuts to 
produce a montage effect. An ex- 
ample would be a sea battle where 
we needed to show the ships firing, 
shells exploding, and masts crash- 
ing down. Only by a series of ex- 
tremely rapid cuts from subject to 
subject could this be shown really 
effectively. 


There is another way in which 
cuts can be used without suggesting 
an increase in tempo, by using the 
“matched cut” technique. This is 
often used in situations where there 
is need to show several stages in 
the development of a situation, and 
yet we do not have time to use 
dissolves or even spend much time 
developing the idea. 

For example, we might need to 
show a man taking his watch out 
of his pocket, but the action in- 
volved in getting the face on camera 
might take too long. So we show 
the beginning of the action with a 
hand going to a pocket, then cut to 
a hand coming out, and finally to a 
hand holding a watch showing the 
time. 

In a commercial this technique 
can be used to show speedy action, 
or similar ease of use. 


Fades .. A fade is the slowest 
transition used on the television 
screen. It is the end of a chapter 
and it says “what comes next refers 
to the general topic of the story, and 
is not necessarily a continuation of 
what has just happened.” It shows 
This article has been reprinted from “In- 
dustrial Screen,” London, England. 
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the lapse of time, either a night, a 
week, or even longer and/or a very 
great transition from one place to 
another—such as a face of a woman 
waving goodbye to a soldier in Lon- 
don, followed by a fade to black 
screen, then a fade from black to 
soldier landing in a distant land. 
The idea is thus put across that the 
man has traveled a long way. 

We always fade to black—that is 
a black screen—called a “fade out.” 
Fading back to a picture is called 
a “fade in.” In practice we never 
fade to anything but black. A blank 
white screen would be too dazzling 
to the viewer, and in any case most 
television switching equipment is 
not set up to give a fade to white. 

Generally speaking, a fade should 
last for 40 frames, that is, one and 
two-thirds seconds. But of course 
faster or slower fades can be used 
depending on the judgment of the 
director. A very sad or sentimental 
scene would take perhaps twice as 
long. 

A mistake that is made by many 
producers today is to use a fade 
and a cut together. Basic rules say 
that a fade out must be followed 
by a fade in, and never by anything 
else. Like every other rule it can 
be, and is, broken, and can be most 
effective. But in general a fade 
out followed by a cut tends to 
destroy the viewers’ absorption in 
the story. 


Dissolves . . Fundamentally and 
technically a dissolve is merely a 
fast fade to black followed by an 
equally fast, or faster, fade in. It 
can be likened to a section of a 
chapter, or even a long paragraph. 
It is an excellent transition effect 
for it can denote the passage of al- 
most any length of time. 

However, too many close together 
must be avoided for two very basic 
reasons—(1) continual darkening 
and brightening of a viewer’s screen 
is irritating, and breaks up story 
concentration, (2) unavoidably, a 
certain amount of time is lost in 
fading to black and then coming in 
again with a new picture. In com- 
mercials we just cannot spare that 
time—every second has to count for 
sales. 

So we turn to the Lap Dissolve. 
This is probably the most popular 
effect used on television. It consists 
of a fade and a superimposition. The 
first scene is faded towards black, 
and at the same time, while the first 
picture is fading away, a second 
scene grows brighter and more 
clear—appearing to come into view 
through the first one. 

Suppose our theme is “Wheels 
within Wheels.” We might have an 
opening shot of giant gears turning 
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slowly; this is dissolved into a shot 
of smaller wheels turning faster, 
dissolving to the propellers them- 
selves. 

In this case, straight dissolves 
would take too much time and slow 
down the action, nor would straight 
fades tell the proper story. Cuts 
would be far too fast and jerky. So 
the lap dissolve—short for “overlap 
dissolve” is used. 

Today the word “dissolve” has 
come to mean just the same as a 
lap dissolve, and the former term 
has fallen into disuse. The dissolve 
signified the finish of one particular 
incident, or episode, but is not as 
definite as a fade to black. The 
length of a lap dissolve depends on 
the story, but three seconds is not 
an unusual time for a dissolve to 
take to complete. The actual change 
generally becomes apparent after 
about 60% of the first scene has 
faded and the second scene is com- 
ing into view. 


Matched Dissolve . . The matched 
dissolve is what its name implies— 
a matched shot of one subject is 
matched against a similarly shaped 
object in the scene to be picked up. 
If possible, both objects should oc- 
cupy the same area of the frame 
if the matched dissolve is to be suc- 
cessful. 

It can be used to show passage 
of a considerable time without tak- 
ing a lot of time, and thus makes 
whatever action it is showing seem 
more simple! A quick change to 
a completely different set can be 
done in this manner—suppose that 
we have a bald man scratching or 
smoothing his head in a close up. 
We then fade this out while fading 
in a shot of a hand placing a bowls 
ball or jack on the smooth green. 
We have moved from wherever the 
bald man is, to wherever it is that 
we want without wasting any pre- 
cious commercial time! 


Its use is ideal when we want 


A Block of Ads 

To demonstrate its 
total advertising 
program, Skil Corp., 
Chicago, made up this 
dramatic display of 
1959 space purchases. 


to show a “before” and “after” 
effect, such as a dirty article being 
renovated by the wonder liquid. A 
brief squirt by the wonder liquid, 
a rub with a rag, and as we rub the 
dirty object magically dissolves in- 
to shining beauty. 

We have changed from “before” 
to “after” with a minimum of 
elapsed time and the minimum 
number of wasted frames—which 
are both so important in short com- 
mercials. 


Superimposition . . Some people 
tend to confuse superimposition 
with dissolves. But technically 
speaking, they are two entirely dif- 
ferent things. Superimposition is 
merely asecond scene photographed 
on top of an earlier one. The classic 
example of this sort of thing is a 
man thinking of his childhood 
sweetheart as he looks over the 
lake where they used to meet, when 
suddenly in the moon’s path on the 
*vater he sees her smiling and walk- 
ing towards him. Or perhaps he 
may be asleep, and a close-up of 
her face sails in just above his head 
as he lies dreaming. 

Generally speaking, a straight su- 
perimposition like this is not too 
powerful a sales tool, and it’s better 
to rely on a stronger story than a 
series of superimpositions. 

One very strong way of using a 
superimposition is to create a sort 
of “Walter Mitty” character who 
steps out of his own skin to perform 
wonderful deeds through the aid 
of the product that you are selling. 
But you have to be careful with 
this type of visualisation, because 
it’s too easy to be “corny” and ob- 
tain a negative reaction to your 
commercial. 


Wipes .. A wipe is a very strong 
and effective transition device. As 
generally used, a new scene pushes 
the old one off the screen, and it can 


be done horizontally, diagonally, 
vertically—or it can be a shaped 





wipe such as a diamond, a square, 
or a circle. Very frequently a circu- 
lar wipe, which starts from the cen- 
ter and opens up towards the out- 
side, is called an “iris wipe.” It is 
very effective if you want to focus 
attention on a particular item in 
the center of the frame. 

More ambitious wipes can use 
stylised effects such as a clock hand 
which rotates around the circular 
path and as it moves, deletes the 
old scene and replaces it by the new 
one. There are so many variations 
on the wipe that it is impossible to 
list even one per cent of them, and 
in any case the variations all de- 
pend on the imagination of the 
copywriter and the producer. 

One particularly good wipe that 
I employed was in the making of a 
commercial for a cream shampoo. 
In this particular sequence the 
model’s hand went down into the 
jar of cream and then went up 
again to her head and rubbed the 
cream into her hair. We had a full 
frame shot of the hand going into 
the jar of cream, and as the fingers 
withdrew with their load of cream, 
the frame wiped vertically with the 
hand so that we saw her in the proc- 
ess of rubbing the cream on her hair 
and producing a wonderful lather. 


Montages .. We've all seen 
montages in films. At one time, one 
of the famous newsreels had a five 
or six scene montage on the open- 
ing. This consisted of a number of 
completely disconnected activities 
going on, and ii was used of course 
to give the idea of the content and 


Booklet Tells Concepts 
Of Video Tape Programs 


The first in a series of informa- 
tional booklets on “Concepts in 
Video Tape Recording” has been 
published by a division of Minne- 
sota Mining and Manufacturing Co. 

Titled “The Show Is on Video 
Tape,” the book comprises three 
television case studies in planning 
and production of a network com- 
mercial, a drama program, and a 
local spectacular. 

Published by 3M’s_ Magnetic 
Products Division, the booklet is 
available at 25¢ per copy from Rus- 
sell F. Roth, 3M, Box 3500, St. Paul, 
Minn. 44 


Lip-Sync Without 
Bulky Equipment 
Cinematographers can now pro- 


duce perfectly synchronized 16mm 
sound film without bulky equip- 


the coverage of the newsreel. 

In our commercial application, we 
can sometimes use a montage to 
show what is going on in the pre- 
senter’s head, or even the family 
that he or she is connected with. 
But we have to be careful in its use 
because, for one thing, it is not a 
strong impact device, and there- 
fore, unless we have plenty of 
time, we are liable to waste it in 
getting our idea of what’s going on. 
Secondly, because of the small size 
of the average television screen, 
definition and detail are liable to be 
lacking in montage pictures. 


Focus shift . . Focus shift is oc- 
casionally used to connect scenes. 
In my opinion, it is not good prac- 
tice to use focus shift in commer- 
cials. For one thing you lose time 
while the product is going in and 
out of focus; and secondly, you 
waste frames because the defocus- 
sing effect reduces the impact of 
the product. It is somewhat in the 
category of a fade, as far as time 
and speed go in presentation. 


Masks .. Masking on a screen can 
be used very effectively. This is so 
especially when you want to em- 
phasize a particular item or part. 
Sometimes the actual shape of the 
mask ties in with your product. 


> Optical effects are the punctua- 
tion marks of your visual medium— 
and if you want your video presen- 
tation to be as good as your audio 
copy you must punctuate properly. 

44 


ment through the use of a mini- 
aturized sound system for home 
movies, the Nomad recorder-repro- 
ducer, spokesmen for the manufac- 
turer, Magnasync Corp., 5546 Satsu- 
ma Av., N. Hollywood, Cal., report. 

The device, the Nomad Model 816, 
weighs 7 pounds and may be at- 
tached to any 16mm movie camera 
or projector. The unit is used for 
shooting and projecting the sound 
track, eliminating the need for addi- 
tional camera and projectors to ob- 
tain “lip-sync.” 

Nomad’s_ synchronization results 
from its use of sprocket-driven 
magnetic film directly interlocked 
with the camera or projector mech- 
anism through a flexible cable. The 
camera drives the recorder, no other 
power source is needed. In play- 
back, projector drives recorder, 
Magnasync sources report. 

The device’s remote mixer may 
be held in the hand or clipped to 
the operator’s clothing. Sound con- 
trol is achieved by movement of 
the thumb, and the photographer 


Compact Recorder . . . This magnetic 
tape recorder is driven by camera mo- 
tor, uses sprockets to keep in sync with 
film. The control can clip on belt, be 
operated with thumb only. 


need not take his eyes from the 
camera focusing device. The ampli- 
fier is powered by self-contained 
rechargeable batteries, according to 
claims made by the North Holly- 
wood concern. 

The basic Nomad system, con- 
sisting of recorder-reproducer with 
remote hand mixer and camera 
mount, retails for $585. 44 


Effective Procedures of 
Visual Reporting Told 


Many times management asks for 
information, complex and difficult 
to translate. Those asked for this 
information often resort to various 
visual devices to help make com- 
munication easier for all concerned. 
There is a right way to use visual 
devices and there are techniques 
where visual devices make the com- 
munication even more difficult. 
There is a need to distinguish be- 
tween the “right” and the “wrong” 
in this area. 

This is a basic explanation of the 
services offered by The Chart- 
makers Inc., New York, as seen by 
that organization. To illustrate the 
company’s concept, it is making 
available in booklet form a chapter 
written by The Chartmakers for 
“Effective Marketing Action,” a 
book edited by David W. Ewing and 
published by Harper & Brothers. 

Such subjects as charts, maps and 
graphs, reports and manuals, bro- 
chures and books, presentations, 
motion pictures, slides and film 
strips, chart systems and chart 
rooms are covered by the organiza- 
tion in the booklet, entitled “Visual 
Reporting to Management.” 

+ + « for more details circle 807, page 115 
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Film for Sales Meeting 
Uses Simple Animation 


A good example of the filmograph 
technique is a film produced for the 
American Photoequipment Corp. by 
Filmack Studios, 127 S. Wabash Av., 
Chicago 5. Titled “Mmmm—what a 
year—APECO,” the ten-minute film 
was designed to be used for meet- 
ings of company sales representa- 
tives, and not for showing to cus- 
tomers or prospects. 

The filmograph is a form of lim- 
ited animation, in which motion is 
achieved by handling the camera, 
rather than by the more expensive 
full-cell animation. It uses simple 
artwork, and relies heavily on pop- 
ons, pop-offs, zooms and _ trucks, 
and stop-motion techniques. It is a 
way of obtaining, at minimum cost, 
a feeling of motion and activity. 

In content, this film serves to lend 
variety to a sales meeting, but since 
it is limited to the sales situation of 
one company, it is of little interest 
outside. Its technique, however, has 
wide application, and the film is 
worth study. Prints may be bor- 
rowed by arrangement with the 
producer. R.B.K. 


Art Direction Marks 
Insurance Filmstrip 


There is no one with endurance 
like the man who sells insurance, 
goes the song of the Gay 90’s. And 
it’s true that insurance men often 
have to tell and sell the same story 
over and over again. For this reason, 
many insurance firms have am- 
bitious audio-visual programs. 


Each month, AR editors review 
films and filmstrips of interest to 
advertising and sales promotion 
men, to help them look at the 
field more critically, to improve 
standards and understanding of 
the technique. Sponsors are in- 
vited to submit their films for re- 
view. 


“Man of Property,” a 12-minute 
filmstrip in color, is one of a series 
produced by H. D. Rose and Co. 
Inc., New York, for the National 
Life Insurance Co., Montpelier, Vt., 
and it tells the usual insurance 
story with some degree of ingenuity, 
especially by the art director. 

As in most visuals of a life insur- 
ance company, the basic problem is 
to prepare the prospect for the fact 
that he can die any minute without 
depressing him to the point that he 
shuffles off to his bedroom instead 
of buying a policy. This filmstrip 
takes the usual insurance tactic of 
not mentioning death by name, it 
usually uses the verbal sleight-of- 
hand of “. . . when you go”, and 
while the subject matter is dry, the 
visual presentation is light, colorful 
and interesting. 

If your product or service is se- 
rious by its nature, this filmstrip 
will be of interest. It’s serious, but 
never dull. Acheson E. Lucey, di- 
rector of sales promotion, National 
Life Insurance Co., Montpelier, Vt. 
is the man to write to for a viewing 
of the filmstrip. ES. 


Smitty Steps Out, Sells 
Business Paper Ads 


An appealing little guy named 
“Smitty” stars in this 12-minute 
cartoon from McGraw-Hill Publi- 
cations. Smitty is a salesman for a 
company which doesn’t believe in 
business paper advertising. His 
trials, because of this, almost rival 
the famous “Perils of Pauline.” He 
faces, daily, an unsympathetic sales 
manager, the smug smile of Mr. 
Easily (a competitive salesman who 
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drives a bigger car, lives next door, 
and works for a company which 
does believe in business paper ad- 
vertising) and hostile purchasing 
agents who say (and quite coldly, 
too) “don’t know you, don’t know 
your company, don’t know your 
product!” 

As if all this weren’t enough for 
such a mild-mannered, nice little 
guy as Smitty, one fine morning he 
gets the news that he’s getting the 
sack if he doesn’t get an order that 
day. 

Well, poor Smitty! He works and 
works, but the only glad hand he 
sees the entire day is one that’s out- 
stretched to Mr. Easily (whose com- 
pany advertises all the time). Final- 
ly he takes one of his best and oldest 
customers out for a bit of bottled 
cheer in order to lubricate the sell- 
ing situation. After several glasses 
of something with an olive in it, 
Smitty pops the question and is 
slipped a mickey by his old pal who 
announces: “we're buying from 
Boomar now” (this is Mr. Easily’s 
company). 

By this time any viewer with half 
a heart is a Smitty sympathizer and 
feels pretty miserable about this 
situation. 


The day 


is saved somewhere 


around the middle of that night 
when Smitty, who can’t sleep, is 
visited by the lost customer who 
couldn’t sleep either. Lost customer 
tells Smitty the secret of Mr. Eas- 
ily’s success — his company’s busi- 
ness paper advertising — and en- 
courages Smitty to talk to his sales 
manager. 

Smitty does the next morning, 
and sells him. The final shot shows 
Smitty in a car so big it makes Mr. 
Easily’s look like a kiddy car. 

This is a very clever little film, 
well put together with good color 
and fine humor plus some very nice 
music. If fault could be found, it lies, 
perhaps, in a somewhat pompous 
overselling approach. 

Those in the know will recognize 
the film’s theme as that of the 
famous “Don’t know you” McGraw- 
Hill ad. 

The film was produced by Wild- 
ing Picture Productions and is being 
distributed through McGraw-Hill 
sales offices. B.M. 


Cashmere Color Film 
Builds Prestige Appeal 


Developed primarily for the retail 
sales field, “The Art and Beauty of 


THE 


/POPULAR CHOICE! & 


Cashmere” would be equally good 
as a sales film for prospective pur- 
chasers of Dalton cashmere sweaters 
and skirts. 

The color and sound film starts 
with scenes showing the fleece being 
gathered in the Himalaya mountains 
and then takes the viewers through 
the many intricate and necessary 
steps before a finished Dalton sweat- 
er is put on the sales counter. Of 
particular interest are scenes in the 
designing room and factory shots 
showing the complicated knitting 
machinery and some of the final 
hand-finishing. 

Throughout the entire film the 
prestige value of a Dalton cashmere 
product is carefully built up step by 
step. In this way the film is par- 
ticularly good for sales clerks who 
often handle the lower cost sweat- 
ers along with the more luxurious 
cashmere products. An interesting 
and valuable scene in the 20-minute 
color film is the hand-washing and 
drying demonstration showing how 
to preserve the beauty of the sweat- 
er after it has been purchased. 

The film was produced by Ed- 
ward Feil Productions and can be 
obtained from Dalton of America, 
Public Relations Dept., 6611 Euclid 
Av., Cleveland 3. B.M. 
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Planned Packaging 


can be Economical and Effective 


The next time you step into a 
hardware store, stop a moment and 
look at the revolution going on in 
new packaging. Where such staple 
items as nails once came in wooden 
barrels, they now come in attrac- 
tively packaged units with assort- 
ments of sizes. Drills and bits come 
in special bubble pack display units. 

The hardware field is almost en- 
tirely out of the counter sales era 
and into the self-service category. 
Some of the larger metropolitan 
stores now even feature shopping 
carts for their customers’ conven- 
ience. It is easy to see that pack- 
aging is playing an increasingly im- 
portant part in hardware store 
sales. 


> Turner Corp., Sycamore, IIL, real- 
ized that its line of propane torches 
had to be in attractive, self-display 


New package designs often cost more, 
even if they sell more, but here’s an ex- 
ample which sold more, even though it 


cost less. 


boxes to get a share of the hard- 
ware market. The trouble came in 
the fact that propane sales were 
rapidly expanding, consumers were 
demanding more types of kits and 
accessories and new ideas were 
rapidly put into practical use. 

A new package could be designed, 
only to be outdated a few months 
later. The cost of these individual 
packages was mounting with each 
new design. While the sales depart- 
ment felt that the new packaging 
was necessary even though the cost 
was high, management was con- 
cerned with the rising cost. These 
ideas and others were thought out, 
boiled down, and sales promotion 
was assigned the responsibility of 
coming up with a box or boxes to 
reduce cost, improve point-of-sale 
impact, reduce storage problems, 
and increase sales. 


>» After careful consideration of all 
the different avenues of this prob- 
lem, the problem with all the back- 
ground material needed to design 
the box was given to a design con- 
sultant. Working closely with this 
consultant, a basic package was 
chosen and given to a box construc- 
tion engineer. Three sources — de- 
signer, engineer, and Turner — now 
worked on this problem, rejecting 
those ideas which didn’t seem to hit 
— revising — redoing, until an idea 
was reached that accomplished the 
objectives set by management. 
The major design breakthrough 
came in the form of a corrugated 
base that would fit all torch kits. 
The base has a flip top which, when 
folded, forms an end side of the 
package, and when open, a display 
panel. By attaching separate gummed 
glossy labels to this flap, Turner 
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was able to use 120 line screen half- 
tones of the product in actual use. 
Inserts and covers were designed 
to go with the base in similar colors 
and identical shapes. By this meth- 
od, Turner was able to reduce its 
printing costs by multiple printing 
of several kits in one run. In using 
this method, costs were cut 3¢ per 
box over the previous packages. 


> In addition to this saving, Turner | 


also gained an exciting new self- 
display package that formed an at- 
tractive display when used alone or 
in multiples. By using the label on 
the special flap, all important infor- 


Point of Sale Seals 
Given Prestige Treatment 


Details and samples of three- 
dimensional, hang-tag seals with 
an elegant touch are available from 
Stoffel Seals Corp., Tuckahoe, N.Y. 

Custom-designed in plastic or 
metal, “Stoffel Prestige Seals” are 
attached to the product by means 
of silken cords, ribbon, twine, elas- 
tic, or wire. 

The seals are available in a 
variety of 3-D sizes and shapes and 
in a complete range of colors when 
made in plastic; in silver, gold 
bronze, pewter or copper finish 
when made of metal. 


> Of particular interest in pack- 
aging is the new Stoffel Safe-Lok 
seal which has a special tamper- 
proof feature for attaching the seal 
to the product. This feature makes 
it possible to use the seal for se- 
curity, guarantee, or inspection 
purposes. The lock on this seal is 
achieved with a metal point, at- 
tached to one end of the fastening 
cord, which has a small “dog” that 
locks when it is inserted into a 
special slot at the back of the seal. 
By threading from a _ stationary 
point on the garment—such as a 
buttonhole—to the lock on the seal, 
the manufacturer has a tamper- 
proof security seal which can be 
used as an inspection seal which 
protects the integrity of the product 
until it is purchased. 

Hand-drawn samples, made spe- 
cifically to the requirements of a 
product and incorporating trade- 
mark, selling slogan, special colors, 
etc., can be obtained by prospective 


92 + GR * August 1960 


mation was placed on top and the 
chance of copy being covered by 
other material on the same shelf is 
virtually eliminated. 

With the multiple use base, simi- 
lar style covers, inserts and labels; 
and the fact that the master ship- 
ping container holds any of the new 
kits, Turner also has been able to 
reduce storage problems. 

In total, the new Turner packag- 
ing program has answered the many 
obstacles put in its path. By com- 
bining the use of corrugated folding 
box, and labels, these boxes have 
been reduced in cost, and an attrac- 
tive self-display package with uni- 
formity in design has been achieved. 


> By patient planning, complete co- 
operation between designer, engi- 
neer and manufacturer, Turner has 
been able to improve its sales ap- 
peal on the counter and reduce cost 
at the same time. 44 


purchasers of the Prestige Seals. 
Complete information is avail- 
able. 


+ « for more details circle 812, page 115 


Reynolds Metals Publishes 
Booklet on Boiling Bags 


A colorful treatment of the his- 
tory of “boil-in bags” for frozen 
food merchandising has been re- 
leased in a booklet by the Reynolds 

Metals Co., Richmond 18, Va. 


The Reynolds booklet, entitled 
“Bagging Sales,” makes interesting 
reading with its coverage of back- 
ground history plus some colorful 
success and failure stories concern- 
ing the controversial containers. 

The booklet takes the reader from 
the inception of this new idea, in 
the late forties, to 1960, with case 
histories that are humorously illu- 
trated with cartoon drawings. Of 
considerable interest to any com- 
pany considering the use of these 
bags is the back page’s 11-point 
checklist for avoiding pitfalls in the 
planning stage. 44 


KamRu Products Releases 
Lowcost Lid Imprinter 


A new flexographic press for lid 
imprinting has been announced by 
KamRu Products Corp. 

The company reports several fea- 
tures of Model 300 Lid Imprinter in- 
cluding: 


® two colors in close register in one 
pass 

© direct continuous loading feeder 
® production speeds up to 10,000 
lids per hour 

® one-operator advantage due to a 
“system design” that combines load- 
ing, feeding, printing, stacking and 
packaging 

® low price and small space re- 
quirement 


Complete information is available 
from KamRu Products Corp., P.O. 
Box 706, Elyria, Ohio. 44 


Picture-Window Packaging . . . New die-cut package by Container Corp. of America, 
for A. Michaud Co., encourages self-selection of frozen meat product through trans- 
parent overwrap over waxed carton with large window. Shown above are beef and pep- 
per steaks and veal steaks. Each serving is wrapped in plastic film and special Insta- 
Freez process was used to bring out natural color of fresh met. 





if you follow the leader 
in your art-buying habits, 
you are likely to find your- 
self in a maze which has 
no exit. 


By Dale Nichols 


I don’t believe that the average 
buyer of advertising art looks upon 
himself as an art patron. What he 
seeks and buys is art which he be- 
lieves will best illustrate his copy. 
Yet, despite his special interests, 
it is a grave possibility that he is 
more an art patron than an adver- 
tising art purchaser. 

What I mean is that some artist, 
artist’s agent, or perhaps his own 
art director may have sold him 
more a “latest style” technique and 
less a work of art best suited to his 
advertising requirements. 

You see, if you are on the art 
end of advertising, as I have been 
for these past thirty-six years, you 
would know that ad art runs in 
definite styles, enjoying much the 
same popularity as flairs of fashion 
in women’s attire. Like dress de- 
signers, an artist strikes upon an 
eye-catching effect . . . and touches 
off a myriad of imitators. Result? 
Every ad tends to look alike. 


& 


> Much of this look-alike ad situa- 
tion is simply due to the money- 
thirst of commercial artists who 
wish to climb on the bandwagon 
of a fellow who achieved sudden 
popularity. And, of course, their 
agents don’t hesitate to scurry 
about to prospects showing port- 
folios of the imitations. Strangely, 
art directors also seem to get the 
fever and actually seek the latest 
catchy style . . . while the client 
pays for such monkey business. 

I should know, because I en- 
countered such ADs after I had 
gained publicity as a painter back 
in 1935. By coincidence, my dra- 
matic style was similar to that of 
Rockwell Kent, and my subjects 
were farm scenes like those of 
Grant Wood. I suddenly found my- 
self being solicited by ADs who 
either asked me to do a “Rockwell 
Kent” style of drawing, or a “Grant 
Wood” farm scene. I turned all 
these requests down . . . and lost 
goodwill and AD friends right and 
left. 

In several cases I suggested that 
they go directly to the artists they 
wished copied. Well, I lost a Des 
Moines publisher’s friendship, sev- 
eral Chicago agencies, and one AD 
friend. 

The latter had gone so far as to 
whip up a couple of comprehensives 
actually using details from Grant 
Wood paintings. As kindly as pos- 
sible I tried to explain why I 


couldn’t do them. The AD asked, 
“Aren’t we paying you enough?” I 
answered, “Enough for the art... 
yes, but you don’t have enough 
money to buy my integrity.” I never 
got another job from him, but I 
got a personal career. 


> Yes, I not only got a personal 
career, but I also got seemingly 
endless imitators. Somewhere along 
the line my style managed to emerge 
as one different from Kent’s or 
Wood’s. And so large numbers of 
purchasers of advertising art be- 
came patrons of a DN style which 
is still with us after more than the 
usual life of a style. 

Now, I’m flattered. Whenever I 
see one of these pseudo-Nichols 
jobs, whether as a box of Christmas 
cards or a calendar or an advertise- 
ment I think: Gee, me and Bing 
Crosby! And then I also think: Now 
why did that art buyer sell me 
more than his client’s product? 

I know what ran through his 
mind. He said, either to himself or 
his client: This job calls for a DN 
treatment .. . this calls for a deep 
blue sky and white snow and red 
building treatment right down 
Nichols’ alley. Then they get an- 
other guy to copy my style. And... 
whether they realize it or not... 
they have made their client a patron 
of art... my art. 


>I am definitely not protesting 
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SIMPLIFY, SPEEDUP 
ART PRODUCTION 


With the new 
ART-O-GRAPH ‘‘1000”’ 


Better, all-round performance at a new lower 
price. Reduces 5X, enlarges 5X (9X with lens 
attachment). Projects flat copy or objects. 
Quick focusing. Simple manual control. Feather- 
touch balance. Automatic lock. Adjustable track 
length. All steel, Gold hammertone finish. 


See your Art Supply Dealer or write 
ART-O-GRAPH, INC. 


4837 Emerson Ave. $., Minneapolis 9, Minn. 


QUANTITY 


Photos Sel/ 
MODELS 


They couldn’t mail a Model, so they 
sent a glossy photo. If you can’t 
send your product, send a photo. 


all WA 


GLOSSY 

PHOTOS 

QUANTITY Photos will sell for 
you, because they are QUALITY 
Photos. 


8 x 10 GLOSSY PHOTO PRICE LIST 
Number 12 | 25 | 50; 100 
Price ea. | 20c | 15¢ | 12¢ | 9%c 

Write for complete Price Catalog 


QUANTITY PHOTO CO. 
113 W. Hubbard St. * Chicago 10, Ill. 


Telephone SU 7-8288 
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against the situation as far as my 
style is concerned. As I’ve said, 
I’m pleased, I’m flattered. I enjoy 
such recognition. But, with deep 
regard for the function of a client’s 
ad, and equally concerned about 
his investment, I can’t help feeling 
that by sheer accident I have helped 
hook him. Somebody in whom he 
placed confidence goofed. You don’t 
buy an artist’s style when you want 
a winter scene. You buy a winter 
scene in a style which best fits the 
mood of the copy. 

Look at it this way: There are 
products old fashioned in character, 
others streamlined as a moon rocket, 
still others that are feminine, mas- 
culine, materialistic, sentimental, 
futuristic. Now how can one artist’s 
style fit all these varying moods? 


> When I first entered the profes- 
sion of advertising back in the 
middle twenties, artist Phil Lyford 
and his dry-brush technique was 
the vogue. All ads that were worthy 
of being called advertisements had 
to be like Lyford. 

Then, one day, it was Floyd 
Davis. Lucky Strike touched him 
off. Shortly, little Floyd Davis im- 
itators were popping all over the 
U. S. 

Then came Russell Patterson. He 
helped the situation by putting out 
a correspondence course in his art 
style. 

Rockwell Kent got the next vogue 
followed by Grant Wood and me. 
Norman Rockwell has led a style 
throughout his career, his style last- 
ing as long because it is so down- 
right American. 

A lot of popular styles merely 
fade away, others get plowed under 
real deep. I won’t embarrass some 
real good artists, still living, who 
once were big time and are now 
absolutely unknown to anyone ex- 
cept us “old-timers.” 

All of which is dead wrong. Ab- 
solutely wrong. 


> If we consider each advertisement 
as an individual problem demand- 
ing tailored-to-measure advertising 
art, then every good artist still liv- 
ing should be considered. 

Naturally, the artist must be alert 
enough to his times that his char- 
acters look like today. But I can 
still see merit in a Frank Hoffman 
western, a Franklin Booth pen 
drawing, a Maxfield Parrish paint- 
ing, or anyone of a number of past 
masters dating back forty years. 
That is, if the people who people 
their compositions look 1960. 

Just imagine how entertaining it 
would be to look through a mag- 
azine and see advertisements all 
different in art handling according 


to their individual copy slant. That 
would be something like seeing an 
Easter parade where all the women 
strive to look different. Look-alike 
in dress belongs to the armed forces. 
May the day never arrive when 
everybody and everything and 
every advertisement must follow 
their dictum. 


> When it comes to purchasing ad 
art, buyers should not fear that 
their public will respond only to 
the newest ad art style craze. The 
sordid fact is that Mr. and Mrs. John 
Public just don’t give a darn. Fact 
is (if you'll do a little asking) they 
don’t even know it is art. 

Just three days ago a kind lady 
told me she would know my work 
anywhere (as she pointed to a 
photo) and another asked me how 
I managed to do all those Christmas 
cards so absolutely alike by hand 
(not knowing they were printed.) 

These two people are exceptions. 
Most of the ad audience just don’t 
take time to think about what makes 
up an ad... art or otherwise. But 
we can be certain of one thing, 
however: They do feel the rela- 
tionship between caption and illus- 
tration. They may not know the 
artist's name, but a Currier & Ives 
picture means pleasant old times, 
a Norman Rockwell means Ameri- 
ca home folks, and a Picasso means 
something nutty. 

If you happen to be a fan of any 
of these you just might become an 
art patron at the expense of being 
an advertising art buyer. For in 
their place, any of the three men- 
tioned styles can’t be beat. But if 
you persist in using a Picasso style 

. which seems to be a present 
vogue in tv commercials . . . even 
if the attempt is to illustrate a sit- 
uation in Currier & Ives time, or 
Rockwell’s circle, then I’ve failed 
in this attempt to flay a fetish. 


> And now, if you will excuse me, 
a client has just asked me to do an 
illustration in woodcut style for an 
advertisement representing his 
company’s seventieth anniversary. 
This illustration must look like to- 
day but feel like 1890. And if it 
turns out to look like a DN painting 
I shall go out and check up on my 
Social Security to see if it is time. 

44 


Sharpener Attachment 
Solves Modern Problem 


Attaching a pencil sharpener in 
some of our modern buildings with 
their glass, stone and metal sur- 
faces can be quite a problem. 

A solution is offered by the Jo- 
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You, too, can become an expert balloonist 


with PIONEER’S ‘‘Advertising Balloon Fact 
Pack,’”’ a handy file folder containing full 
color balloon illustrations and prices, adver- 
tising balloon ideas, ordering instructions, 
imprint work sheet and order blank. Write 
Betty Wolfe for your free topy at... 


te PIONEER utter Company 


410 Tiffin Road ° Willard, Ohio, U.S.A. 


Litho in U.S.A. 


In your promotion plans 


...call fg 
quality 
balloo 
..call fo 
Qualate 


The PIONEER Rubber Company 
Advertising Balloon Division 
410 Tiffin Road, Willard, Ohio 


Dear Mrs. Wolfe: 

Please send me your FREE “‘Advertising Balloon 
Fact Pack’’. 

Firm 

Address _____________________________ 


COR ieceneeesererenstee UO OD 


Requested by. 


A2-9595016 





GLOSSY PHOTOS 


IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
Say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 
Our service unexcelled 
Try us the next time you need 
quantity photos. 


et Oe 
8x10 GLOSSY PHOTOS 


c negati of your prints, 
ger neamiive. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 

116-118 W. Ohio St, * Chicago 1 “Inols 

urpt. AB =6@ Te lephone: MI om <-2651 





ARTIST — DESIGNER 


Versatile, experienced designer to 
work for nationwide point-of-pur- 
chase firm handling all top na- 
tional diversified accounts. Crea- 
tively challenging in variety of 
materials. Many Company benefits. 
Write or phone collect. Roger Rex, 
Display Corporation, 521 No. 
Broadway, Milwaukee, Wisconsin. 
BRoadway 6-9222 


Here's a partial list of Companies which used -Woodcut 
Artwork in their 1959 advertising: LIBBY, McNEIK. & LIBBY 
PLYMOUTH DIVISION OF CHRYSLER CORP. . THE 
FIRESTONE TIRE & RUBBER CO. . JOHNSON MOTORS 
. SWIFT & CO. ... BAUSCH & LOMB OPTICAL CO... 
THE PARKER PEN CO. . . . INTERNATIONAL HARVESTER 
. «+.» WILLIAM WRIGLEY JR., CO... . STROMBERG- 
CARLSON CO. ... EKCO-ALCOA CONTAINERS, INC. . . 
SEAGRAM-DISTILLERS CO... . A. B. DICK CO. and by 
the following Advertising Agencies: Me eeenae toto 
INC. ... BROOKE, SMITH, FRENCH & DORRANCE, INC... 
BATTEN, BARTON, DURSTINE & OSBORN, INC... . 
WALTER THOMPSON CO....N. W. AYER & SON, 
INC... . TATHAM-LAIRD, INC. and many, many others. 


WOODCUT 


Write for free literature today. 
THE SANDER WOOD ENGRAVING COMPANY, INC. 
Dept. D, $42 South Dearbora Street 
Chicage 5, Mlinols HArrison 17-2082 


Antique Type? 


See AR for September 
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seph Dixon Crucible Co., Jersey City, 
N.J., which has developed a mount- 
ing attachment and bonding agent 
that will hold a pencil sharpener 
to any stable surface. The attach- 
ment is called Any-Mount, a pre- 
cision machined metal plate that 
serves as a base for the Dixon En- 
dro No. 20 sharpener. The plate is 
held to the surface by the bonding 
agent. 44 


Corporate Photography 
Told in Ansco Booklet 


Ansco has released a brochure 
giving several case histories on how 
leading corporations are applying 
the photographic process to solve 
operational problems. 

Included among the corporations 
are American Brake Shoe, Convair, 
General Electric, B. F. Goodrich and 
Pittsburgh Plate Glass. 

The cases studies, gathered in a 
full-color, slick-paper booklet are 
available on request. 

+ for more details circle 816, page 115 


Plastic Substance Sticks 
To Dry, Clean Surface 


Solid Tak, a plastic substance said 
to stick indefinitely to any clean, 
dry surface, is being marketed by 
Delkote Inc., 1419 Foulk Rd., Wil- 
mington, Del. 

The product will find use in 
mounting, holding, anchoring or 
posting products. Other suggested 
functions include using it to display 
segments of a presentation without 
having to carry bulky mounting 
boards to appointments, quickly 
adhering canvas or paper to frames 
or mounts, and in display, for tem- 
porarily positioning elements. It can 
be used to permanently anchor busi- 
ness machines, remove dust and 
lint from felt or suede, and to clean 
camera lenses and negatives. 

It is packed in a plastic box con- 
taining two blocks of the material. 
It is sold at 89¢ per box. 44 


3M Classifies Ballpoint 
Pens for Thermo-Fax Use 


A 16-page booklet describing 
colored ballpoint pens that can be 
used with Thermo-Fax copying ma- 
chines is being offered by 3M. 

Listed are more than 150 ballpoint 
and liquid graphite pens made by 
over 50 manufacturers. The pens 
have been rated according to their 
ability to give clear, sharp repro- 


ductions when used with a Thermo- 
Fax machine. 

The booklet, copies of which are 
available upon request, lists a wide 
range of products in all price ranges 
and a variety of colors. 

- for more details circle 817, page 115 


Spray Developed for 
Mounting Photos, Art 


An aerosol product which perma- 
nently bonds paper, leather, wood, 
metal and glass is being marketed 
by the John G. Marshall Manufac- 
turing Co. Inc., 167 N. 9th St., 
Brooklyn. 

The product, Photo-Mount Spray 
Adhesive, is sold in a 16-ounce can, 
sufficient for 100 8x10” prints, for 
$2.25. 

The spray eliminates the practice 
of trimming after mounting photos 
and graphic art material, the com- 
pany said. 44 


Antique Service for 
Advertising Formed 


An organization offering services 
related to the use of antiques in ad- 
vertising and sales promotion has 
been organized. 

The new firm is Antique Consult- 
ants, P.O. Box 467, Irwin, Pa. 

According to the firm, it offers 
ideas on the use of antiques, locat- 
ing rare items to meet special in- 
terest of clients, consultations, veri- 
fication of authenticity of items. The 
organization will also supply an- 
tiques, photographs and line art to 
advertising and sales promotional 
agencies. 44 


Brochure Explains How 
Machines Speed Paste-Up 


A brochure describing machines 
made by Potdevin Machine Co., 
Teterboro, N.J. which are said to 
speed preparation of paste-ups, me- 
chanicals and layouts for offset 
printing, advertising layouts and 
rotogravure page makeup is avail- 
able from the company. 

The brochure offers specifications 
and details on three types of wax 
coating machines which eliminate 
hand pasting and gluing during 
paste-up work. The machines are 
now being used by offset and cold 
type newspapers, commercial print- 
ing shops, advertising agencies, 
typographers and others in the 
graphic arts field. 

- for more details circle 818, page 115 
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An experienced exhibitor 
asks some searching 
questions which deserve 
some deep thought. 


Are Exhibits Really 
Worth While? 


By Clyde R. Dean 

General Manager 

Yale Materials Handling Division 
Yale & Towne Mfg. Co. 
Philadelphia 


In considering the integrating of 
trade shows into a sales program, it 
seems obvious that the motivation 
for this should come from advertis- 
ing management. As expert com- 
municators, the advertising men can 
breathe the necessary enthusiasm 
into trade show participation among 
the members of the sales depart- 
ment. This is half the battle — the 
rest lies in intelligent planning. 

The trade show should provide an 
excellent opportunity for beneficial 
publicity as well as a focal point for 
advertising campaigns. These plus 
values should be actively pursued. 
Product development schedules and 
introductory programs can very 
often be tied into an industrial show 
with great benefit. Internal promo- 
tion of the introduction and the 
trade show vehicle should start no 
less than 90 days before a show 
opens. 


Participation in trade shows 
This article is adapted from a talk given 
before the Assn. of Natl. Advertisers Work- 


shop on Shows and Exhibits. 


throughout the year can give sales 
management key rallying points and 
target dates for the accomplishment 
of field education programs. Sched- 
uling of this nature makes the show 
itself a more important medium. I 
don’t mean in any way to recom- 
mend show participation for the sake 
of being in a show. Careful evalua- 
tion must precede any decision to 
enter an exhibition, but one this de- 
cision has been made, the rest of the 
sales program can be laid out around 
it. 


> Attendance at a trade show will 
give home office personnel the very 
desirable opportunity to work more 
closely with field men. No trade 
show should pass without top sales 
management participation. The very 
presence of executive level people 
lends more importance to the show 
itself. Further, a company’s pres- 
ence in a show can often be tied in- 
to local and regional sales meetings 
to the best utilization of the promo- 
tion and sales dollars. 

Once a show has opened, adver- 
tising personnel should concentrate 
on publicity and trade contact activ- 
ities. Staffing the booth should be 
the sole responsibility of sales man- 
agement. Because of the prepara- 
tory promotion carried out by ad- 


vertising and field communication, 
enthusiasm should be running high. 

The salesman has the responsibil- 
ity for making the venture a profit- 
able one. In order to do so, he must 
be properly schooled in how to sell 
in a booth. Too often an excellent 
show presentation is wasted by in- 
effective booth activity by sales 
people. 


> There is a fringe benefit from a 
sales viewpoint, that should not be 
overlooked in planning show par- 
ticipation. A good industrial show 
will feature the products or mate- 
rials of the entire industry in which 
you compete. It will also capsulize 
the latest trends and development 
of your industry. Therefore, it can 
serve as a good stimulator and train- 
ing medium for secondary echelons 
of factory sales forces. Although 
this group works closely and reg- 
ularly with the field, they usually 
have little opportunity to assay the 
industry as a whole and the prod- 
ucts of your direct competitors. See- 
ing things at first hand at a trade 
show will stimulate their thinking 
and should make them more effec- 
tive in their activities. 

Indeed, there are many benefits 
to participation in good trade shows 
and exhibits. So many, in fact, as to 
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pay us to remember the goose that 
lays the golden eggs. 


> For there are influences in the 
trade exposition field today that are 
threatening to kill this goose that 
lays the golden eggs. And let’s not 
delude ourselves into thinking this is 
not a golden egg we are talking 
about. One danger sign that is ob- 
vious in researching material on the 
subject is that no one seems to know 
just how golden the egg is. 

Anyone desiring to know the 
amount of expenditure made an- 
nually for space advertising or in 
direct mail or outdoor does not have 
to go far to find an information 
source that will provide a pretty 
fair estimate. No such source for 
similar information on trade shows 
seems available. This is very odd. 

One national publication present- 
ly is conducting a survey that should 
provide some of the answers to such 
questions as how many industrial 
shows are held each year? What is 
the average expenditure per ex- 
hibitor? How many different com- 
panies regularly participate in trade 
shows? In how many shows does 
each participate? and the like. 

It presently maintains a list of 
3,000 supposedly accredited shows, 
yet it cannot supply a breakdown on 
the areas of influence or whether 
they were national or regional in 
scope. The question enters my mind, 
“Accredited by whom, accredited or 
merely registered for promotion 
purposes?”. Granted, the survey 
now under way is a step in the right 
direction, but its completeness is 
yet to be judged and we must won- 
der why someone is only now get- 
ting around to it. 


> Certainly one vital factor must be 
interjected into the planning and 
handling of trade shows — a factor 
which up to now seems to be receiv- 
ing only lip service in too many 
shows. That factor is profit — good 
solid profit for the exhibitor and 
attendee, as well as the sponsor. 

As a manufacturer of industrial 
lift trucks and hoisting equipment, 
the Yale Materials Handling Div. of 
Yale & Towne sells to many clas- 
sifications of industrial businesses. 
This wide vista of industrial interest 
creates a large problem for us in 
choosing where to spend our exhibit 
dollars. This is true even though we 
have gained first hand experience 
through the years of many shows in 
many areas, vertical and horizontal, 
regional and national. 

Why do we have a problem? What 
can be done to help industrial ad- 
vertisers like ourselves? 


> First of all, some sound form of 
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business audit should be applied to 
trade expositions. At present audits 
are carried out in accordance with 
the whims of individual show man- 
agements. The business publication 
field has faced up to this responsi- 
bility of management, and while in- 
dividual audit systems fall under 
rather violent criticism from some 
sectors, at least a sincere effort is 
being made to guide space pur- 
chases. 

In the trade show field too often 
we are left to supposition, guess- 
work and informal information. We 
find ourselves too often speculating 
on a show and winding up with a 
very costly experiment which could 
have been avoided if sufficient in- 
formation had been available to us 
for our planning. 


> Industry is plagued with a situa- 
tion of too many shows, many of 
which work at cross purposes to 
each other, each biting off a segment 
of a field and none giving the ex- 
hibitor his full value by “delivering” 
a market. All of you who have par- 
ticipated in shows know the poten- 
tial for profit that exists in show 
promotion. Sensing this potential we 
find all sorts of organizations, many 
poorly equipped for the job, pro- 
moting shows strictly as moneymak- 
ers for the promoters. Frequently 
there is little or no consideration 
for the people footing the bill as dis- 
players and attendees. 

Associations must not be singled 
out as the prime offender in this 
area. The professionals are equally 
to blame. There seems to be a lack 
of policy in their own ranks and we 
are faced with some promoters en- 
tering fields about which they know 
nothing and seem to care less. They 
turn a nice profit for themselves but 
offer little for their supporters. A 
better established profession would 
not let this happen and there must 
be pressure that results in the nec- 
essary improvement. 

With the vast number of vertical 
shows now available to the industri- 
al exhibitor, there are few if any 
that can truly claim a national audi- 


Hey, boss, here’s our bottleneck! 


ence. Our experience has been that 
any national show in which we par- 
ticipated drew an overwhelming 
majority of its attendance from 
within 500 miles of the show loca- 
tion. 


> A possible solution to this lack of 
national influence of a show is in the 
European approach to the interna- 
tional trade fair. Perhaps there is 
merit in the proposal of one or two 
truly horizontal expositions each 
year that would draw from all parts 
of the country and cover a wide va- 
riety of industrial buying influences. 
However, this certainly is nothing 
we can work into overnight. Our 
exhibit halls are not such that we 
can accommodate such expositions 
at this time, but it might be a tempt- 
ing solution to the problem. 

Many of us in industry will be 
watching with interest the impact on 
industrial expositions of the coming 
New York World’s Fair. An event of 
this scope will command a large 
portion if many companies’ budgets. 
We must wonder what decisions 
will be made as to a full scale dis- 
play in this fair to the end of re- 
ducing participation in a more bal- 
anced show schedule such as might 
be planned for this year. 


> Another possibility for considera- 
tion is a cycle of horizontal regional 
shows created to cover the whole 
country, say every three years. In 
exploring this method out of our 
problems, what guarantees can we 
give ourselves that we will be draw- 
ing a horizontal audience? We are 
flying right into the face of the 
well-established regional verticals 
in which it is impossible for us to 
achieve anything but only a small 
degree of penetration, and in which 
we are missing many of our indi- 
vidual industrial buyers. 

Still another avenue suggests it- 
self. Can the problem of show di- 
versity be solved by some sort of 
industrial merchandise mart in 
which displays can be changed to 
suit various special industrial in- 
terests at varying times throughout 
the year? While this seems least 
appealing as a solution, it possibly 
could be made workable. 


> These possibilities, and many oth- 
ers which will come to your minds 
should be given your very serious 
consideration. It is obvious we can- 
not continue in the direction the ex- 
hibit and trade show industry now 
is headed. There are too many peo- 
ple in the act, too few of whom are 
aiming for profit for exhibitor and 
visitor. There are competing indus- 
try shows, none of whom controls 
their audience. There is inadequate 





information on which to make show 
participation decisions. 

Show exhibitors often are laid 
open to all sorts of gouges in in- 
stallation and dismantling of booths 
because of lackadaisical show man- 
agement. These abuses are going to 
have to be stopped or the whole field 
of trade shows as we know it today 
will disappear from the industrial 
advertising scene of the future. Un- 
less drastic steps are taken the goose 
can die within ten years. 


> What steps can you take as ad- 


vertising executives? You must start | 


requiring more from display agen- 
cies. Too often, self-labeled display 
agencies are only clever carpentry 
firms who build and erect exhibits 
and feel their responsibility has been 
fulfilled. There must be real strength 
here to solve the failings of shows 
and exhibits. 


With strength in this area, we | 
would soon see the disappearance of | 


the less legitimate show operations 
because we would have professional 
evaluation of the whole field. 


If the display industry does not | 


take on this greater responsibility, 


their business is going to have to go | 


elsewhere for help. For one thing it 


seems logical to ask advertising | 
agencies to take on this part of pro- | 
motion programs if those in the field | 


do not accept their responsibilities. 


> Preliminary results of the survey I | 


referred to earlier show a mean av- 


erage of over-all expenditures for | 


trade shows of 8% of the total 


budgets of those surveyed. In the | 
industrial field—where space budg- | 
ets are lower—this percentage would | 
probably be above 10. Many agen- | 
cies in the industrial direct mail and | 


public relations fields have found it 


profitable to work with similar | 


budgets. 


In any case, with the emergence | 
of a strong show service function | 
we can visualize a very comfortable | 
establishment and conduct of a | 
profitable trade show program. All 


show promoters would be required 
to provide audits of attendance, geo- 
graphically and by industrial clas- 
sification. Ground rules would be 
established as to legitimate space 
rates. More uniform show service 
rates and regulations would be ad- 


hered to in order to maintain show | 


certification. Qualified media men, 


or their counterparts, already un- | 


derstanding fully the client’s aims 
and weaknesses, could intelligently 
recommend a show program just as 
we now are given media schedules 


in which we spend considerable | 


sums generally with excellent re- 
sults. 44 





GET K-C-S “TOTAL SERVICE” 
WITH YOUR NEXT DISPLAY! 


ONE SINGLE SOURCE answers ALL your point-of-purchase 
display needs, when you rely on K-C-S ‘‘Total Service’! 


BRAND 
IDENTIFICATION 
SIGN for 
Red Cap Ale — 
brilliant color, bold 
dimension achieves 
the unusual. 


PRODUCT “SPECTACULAR’ 
for Chicken of the Sea — 
life-size tuna “frozen” in a 
block of ice... all in plastic. 


ANIMATED 
MERCHANDISE 
DISPLAY for Hamilton 
Weatherproof Watches — 
designed to emphasize 

special sales feature. 


Experience of over 50 years is reflected in the creative design of dis- 
plays like those shown here... priceless experience combined with 
skilled craftsmanship and complete modern production facilities. K-C-S 
experts know your marketing problems —- and how to solve them with 
displays that are practical, economical and sell merchandise. 


Seta 
True Sales 
Course with 
K-C-S 


Total Service. 


Kirby-Cogeshall-Steinau Co., Inc. 
606 E. Clybourn St., Milwaukee 2, Wis. 
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Family Fun at a Press Party . . 


. When everybody has fun, it’s easy to get everybody 


out. Here WCCO’s Jim Bormann plays shuffleboard with his daughter, while artist Don 
Stanley and his wife take kinks out of their drive. 


ret the Family into the Act 


If you want to get the press to come out for 


a special event, it sometimes helps to 


invite the family to come along, too. 


By Paul Theurer 


“Bring the whole family” read 
the invitation to a press party pre- 
viewing the new St. Louis Park 
Sports and Health Center in sub- 
urban Minneapolis. 

All metropolitan and suburban 
newspaper, radio and television men 
invited to the affair were invited 
to pack the whole family in the car, 
bring their bathing suits, and spend 
the afternoon at the center — with 
all facilities, even a nursery, open 
to them. 


> When Health Center owner Art 
Owens, publicist Gordon Cowan 
(Cowan and Associates Public Re- 
lations), and ad man Ralph Hobbs 
(Ralph Hobbs Advertising Agency) 
set up the grand opening of the new 
center, they encountered consider- 
able apathy, even antagonism, on 
the part of many press people. That 
attitude had been engendered by 
the policies of several self-termed 
health centers which had opened 
overnight and closed even quicker, 
leaving unhappy customers and un- 
paid bills behind in the Twin Cities. 
As a result, editors were under- 
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standably reluctant to help pub- 
licize a new center. 

The three men knew that if the 
press representatives saw the cen- 
ter’s new building and tried its 
facilities, their indifference could 
be converted into active interest. 
Mr. Owens had invested over $300,- 
000 in the building and put another 
$50,000 into equipment, certainly an 
indication of a long-term invest- 
ment. Tastefully decorated, lavishly 
equipped, the Sports and Health 
club epitomized good taste. 

The primary problem, then, was 
to get the press into the club, let 
them try and judge for themselves. 
Mr. Cowan was sure their reaction 
would be enthusiastic. So he con- 
sidered and discarded several al- 
ternate plans aimed at getting a 
good press turn-out before propos- 
ing the family idea. Mr. Owens 
accepted it whole-heartedly, espe- 
cially since it tied in with club’s 
plans to concentrate on family 
memberships. Mr. Cowan parlayed 
a good reputation with the media 
men, the family idea, and the club’s 
facilities into the unique press party. 


> The open house was scheduled for 


a Sunday from 3 to 8 pm. Anticipat- 
ing the usual construction difficul- 
ties, Mr. Owens selected a date for 
the party three weeks after sched- 
uled completion of the building. His 
pessimism was vindicated . . . work- 
men were still laying carpeting 
when the first guests arrived. 

Since the date coincided with a 
heavily-promoted professional foot- 
ball game at Minneapolis’ Metro- 
politan stadium, the men took a 
calculated risk. 

“I hoped that when the wife or 
youngsters taxed Dad about going 
to the football game alone, he could 
get off the hook by promising to 
take the whole family to our open 
house after the game. And many 
of the newsmen did just that,” Mr. 
Cowan said. 


> A letter went out first to all media 
men on Mr. Cowan’s list, outlining 
the club’s facilities (separate men’s 
and women’s workout rooms, steam, 
dry heat, sun rooms, and locker 
rooms; nursery, game room, golf 
driving range, and a swimming pool) 
and inviting them to participate 
with their families in all the club 
activities. This was timed to arrive 





on the Monday preceding the event. 
A follow-up letter, mailed to ar- 
rive on Wednesday, was sent to the 
newsmen’s homes to remind the 
wife of the open house. This second 
letter contributed immeasureably to 
the success of the open house, 
building as it did family enthusi- 
asm — and putting Dad on the spot, 
if he had neglected to tell the fam- 
ily about the affair. Mr. Cowan and 
his staff then extended a third, per- 
sonal, invitation by phone on the 
Friday preceding the open house. 


> The family idea met with un- 
animous approval and enthusiasm, 
especially from the youngsters. 

“T had planned a quiet Sunday at 
home,” says a radio news editor. 
“But when my family found out 
about the open house they gave me 


no rest until I agreed to take them. 


It worked out fine, though. While 
the kids were in the swimming pool, 
the club’s golf instructor gave me 
some good tips on my drive. And I 
gave the center a good plug on our 
station’s news shows.” 

In addition to permitting guests 
to utilize the club facilities, Mr. 
Owen hired caterers to set up a 
buffet lunch, and as a door prize, 
awarded a free family membership 
in the club. Since the open house 
was a family affair, the traditional 
press party highballs were missing. 
In fact, Mr. Cowan had to talk fast 
to convince Mr. Owen to serve even 
coffee with the lunch. When in op- 
eration, the center’s snack bar will 
serve only milk and fruit juices, in 
keeping with the health theme. 


> In actual press coverage, the party 
produced immediate results in all 
three media. KSTP-TV used ex- 
tensive footage on its Sunday eve- 
ning and Monday news shows. In 
addition to news coverage, the 
Minneapolis Star featured a color 
photo of a family enjoying the pool 
facilities, while the suburban papers 
gave the club opening front page 
position. 

The ultimate tribute to the new 
club was the signing up of several 
reporters as members . . . paying 
members. 

Inquiries resulting from the pub- 
licity flooded the mail. 

“T even had men coming to my 
house, cash in hand, to buy mem- 
berships,” Mr. Owen says. “They 
chased me from phone to phone to 
join, even when I tried to put them 
off until our official opening two 
weeks later.” 

Since Mr. Owen is planning to 
build similar centers in other Min- 
neapolis and suburban locations, 
the party performed the dual task 


of producing a friendly climate with 
the press. Further news of the 
centers will probably receive favor- 
able attention. The reporters now 
know for themselves the centers are 
tops. 44 


Display Sales Introduces 
‘System-X’ for Exhibits 


Versatile styling and easy expan- 
sion in exhibits through modular 
design is illustrated in the new 
“System-X” introduced by Display 
Sales at the National Industrial Ad- 
vertising Exposition in Washington. 

Designed with lightweight, inter- 
changeable parts, “System-X” con- 
sists of three basic component parts: 
© 1%4” vertically grooved aluminum 
poles, 
© a spacer which matches these 
grooves, 
® a panel containing adjustable 
flush lighting. 

To this basic unit can be added 
innumerable accessories such as 
pegboard mounting panels, trans- 
lite boxes, literature boxes, anima- 
tion units, etc. The 10x8x2’ basic 
units can be combined to extend to 
any desired length and whether 
small or large, System X is re- 
ported to offer several cost advan- 
tages over conventional displays. 

Early models of the unit have 
been constructed for such national 
exhibitors as National Presto In- 
dustries; Formica; CTL Div., Stude- 
baker-Packard; and VM Corp. 

Additional information is avail- 
able from Display Sales, 1632 Gest 
St., Cincinnati. 44 


Special Exhibit Calendar 
Aims at Procrastinators 


Late starters don’t have a chance 
to put off show-planning with a new 
exhibit calendar just released by 
Gardner, Robinson, Stierheim & 
Weis, Pittsburgh. 

Developed as self and customer 
protection on trade show planning 
and construction, the GRS&W “Plan- 
Ahead Exhibit Calendar” lists trade 
shows three months in advance. For 
example, the trade shows scheduled 
for October will be listed on the 
July calendar sheet; those scheduled 
for November will appear on the 
August sheet, etc. 

Another unusual aspect is that the 
calendar starts with July, 1960, and 
ends with June, 1961. Featured on 
each page is a “Famous Last Word 
Cartoon,” featuring exhibit situa- 
tions. 


- for more details circle 801, page 115 











“YOU'RE RIGHT, BRUTUS... 
POLO PLASTICS DOES HAVE 
THE ANSWER.” In the design and fab- 
rication of flexible film vinyl plastics — such as 
premiums, ad specialties, components and packag- 
ing — Polo Plastics is yet to be baffled. Polo 
designers and production engineers do things with 
flexible film viny! that meet the highest standards. 
They can stitch... zip...sew... hem... 
weld... snap... print. . . in any size or 
shape, in an array of colors, gauges and textures. 
Whether your problem is unique or simple, de- 
pend on the versatility and practical know-how, 
of Polo Plastics. 


SEND US YOUR PROBLEM OR SPECIFICATIONS FOR 
ANALYSIS, ESTIMATE AND SAMPLE SWATCH BOOK. 


POLO plastics co. 
1718 N. Ist St./Milwaukee, 12 Wis. Dept. C 


“Td alk 
R Let's Celebra-© 
ee) 


2 A y 


“IDEA” LETTERHEADS 


SEND FOR FREE CATALOG 


TABLOIDS 


Dealer Imprinting 
Our Specialty 
Any Amount — As Required 
ALSO— MAGAZINES, CATALOGS, 
FOLDERS 


SERSEN’S IMPRINTING 


120 So. Sangamon Street 
Phone: CH 3-2050 Chicago 7, Ill. 
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Inexpensive Specialties . . 


How an Agency 


Picks Specialties 


Esso offers its dealers 


a complete program of 
specialties, selected 


with care and thought. 


. Offered to service station op- 


erators, these items must meet very definite criteria. 


By Carl S. Auerbach 
Operations Manager 

Sales Communications Inc. 
New York 


We in the McCann-Erickson fam- 
ily have constantly in mind the chal- 
lenging words “purchase proposi- 
tion.” In these two words, which are 
completely self-explanatory, we find 
the test which must be applied in 
the creation of any advertising con- 
cept, or in this case, in the selection 
of an advertising specialty. 

What is the “purchase proposi- 
tion” for a specific occasion? To find 
out we must ask: To whom are we 
appealing? We must ask: What are 
we trying to sell? We must ask: 
How are we dressing up our selling 
effort? The purchase proposition 
must be applied in this creative ef- 
fort of moving merchandise. We 
must predetermine the direction of 
our effort, the extent of our effort 
and the goal of our effort. 


> Since it has a record of leading 
the petroleum industry in such cam- 
paigns, the Esso Direct Mail Gift of 
the Month Program has been se- 
lected for examination. Let’s look at 
the yardstick we use in selecting 
specialties for the Esso program— 


This article is adapted from a speech 
made on Advertising Specialty Day, at a 
meeting sponsored by the Ad Club of Bos- 
ton and the Advertising Specialty Assn. of 
New England. 


and the items we wind up with. 

First, of course, we must establish 
our “purchase proposition.” In the 
case of Esso, this is almost obvious 
to “reward” or “reinforce” regular 
customers and to reach prospects 
with a dealer-identified campaign 
that conveys the goodwill image of 
Esso’s long established “Happy Mo- 
toring” slogan and carries forward 
the picture of reliability and service 
with which the Esso Oval is syn- 
onymous. The mailings which go out 
in each of ten months of the year 
emphasize each month a particular 
facet of the Esso service station op- 
eration — tires perhaps, or batteries, 
or gasoline, or servicing. But, they 
all have a message — worded one 
way or another: “Visit your Esso 
Dealer.” 

Important to remember here is 
the fact that the individual Esso 
dealers pay for this “gift of the 
month” direct mail program. The 
program is therefore designed and 
produced on a strict budget basis in 
order to induce participation by the 
greatest number of dealers. 

Our “purchase proposition” is to 
reach customers or prospects of Es- 
so dealers with an inexpensive gift 
mailing every month, to maintain 
the friendly Esso image and to en- 
courage the recipients to “See Your 
Esso Dealer,” either for a specific 
item or for general car care. 


> The checklist we use in selecting 
items for this program has four key 
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points, all of which or some of which 
are used any time we employ an ad- 
vertising specialty or premium. 


1. Is it useful? . . The pitfalls that 
we avoid by asking this question are 
practically without limit. It is ex- 
tremely easy to select an item which 
is cute or unusual, but just to be 
cute or unusual is not enough; the 
item has to serve a purpose if it is 
to convey the sincerity of the com- 
pany which sends it out. 

We have all seen items which 
catch the eye but are not really use- 
ful. We have all seen lucky coins 
that we drop in the desk and forget; 
desk calendars too small to read; 
pocket combs sent to people who 
don’t use them. We have seen memo 
pads with the name of the supplying 
company in such large type that the 
pad is immediately rendered use- 
less. We must find items that can be 
used by the recipients. 


2. Does it have appeal? .. We 
mean appeal for the group we want 
it to reach. Wood pencils are excel- 
lent as advertising specialties in 
some instances, but if you sent them 
to top business executives you would 
most probably be wasting your mon- 
ey. Conversely, a pocket razor kit is 
an excellent item for distribution to 
business executives, but it would 
hardly be worth postage as a home 
mailing. A toy balloon is a good 
home mailing or neighborhood give- 
away — but quite pointless in a 
business office. The specialty item 





must associate itself with the re- 
cipient. 


3. Is the price right? . . This in- 
cludes cost to the advertiser as well 
as, in the case of premiums, cost to 
the consumer. We must at all times 
remember that in advertising spe- 
cialty or gift mailings or premium 
distribution we are presenting mer- 
chandise in a manner different from 
the normal “over-the-counter” way 
of procuring such items. Whether it 
be free or not, it must have such 
value that it is a recognized bargain 
to the recipient. 

4. Is the quality right? . . Any- 
thing which is used as an advertising 
specialty or a premium is a part of 
the company picture which is pre- 
sented to the consumer. Nothing can 
serve an advertiser less than a shod- 
dy piece of merchandise sent out as 
its representative. A wood pencil 
that writes is far better than a ball 
pen that doesn’t. A paper pop-gun 
that “pops” is a much better special- 
ty item than a rubber ball that won't 
bounce. 

The recipient deserves a gift that 
will fulfill its function. And not only 
must it be of quality, it must be, in 
its own field, worthy of acceptance. 
If the item be a mechanical pencil, 
it must be a good mechanical pencil. 
If the item be even a rubber bal- 
loon, it must be a good balloon that 
will not collapse the first time it is 
used. If it is a desk or wall calendar, 
it must be a good calendar in com- 
parison with all others. “All things 
are relative” — how will the gift we 
send stand up in competition with a 
similar item in recipient’s home or 
office? 


> With these established ground 
rules, we have produced for Esso 
year in, year out programs which 
have proven successful in all areas 
of consumer, service station dealer 
and company relationships. 

Let us try our checklist against 
the items Esso: has used recently and 
see how we selected them. 


TIME... [trowble:: 


Mailing Pieces 
Attractive folders 

are used with each 
specialty item, to 
point up a sales 
theme for the month, 
and to identify the 
service station. 


© A dog guide book... Here is 
something which is certainly useful. 
It appeals to a tremendous major- 
ity of families in the Esso territory. 
It was produced most inexpensively 
for the client and yet is of such in- 
trinsic value that the recipient is 
pleased to receive it and most prob- 
ably happy to keep it. In its class of 
small booklets, it is well printed, 
well illustrated and competently 
edited. It is worthy of identification 
with the name Esso or the name of 
any other highly reputed marketing 
organization. I could almost be cer- 
tain that each of you would slip this 
booklet into his pocket to show to 
his family. 


© An Easter egg dye assortment... 
Here is a perennial favorite which is 
most assuredly useful, which again 
fits well into every home that it 
reaches and is, although inexpensive, 
as good as anything of its type on 
the market. The name “Chick Chick” 
is standard for this merchandise and 
requires very little justification for 
inclusion in this package. And cer- 
tainly, as we have said, although 
basically inexpensive it is as com- 
plete and as dependable as any such 
merchandise purchased any place. 


® Twistems ... Here is another use 
for specialty purposes of an item 
which is standard in its own right, 
a flexible paper strip, strengthened 
with wire, which is used by garden- 
ers to tie plants to stakes or trellises. 
It is an item which is right calendar- 
wise, for it went out on May 1 and 
reached the recipients at the time 
everyone is concerned with garden- 
ing affairs. It is a well-made item, 
with the quality that such an item 
requires. And surely it has an inti- 
mate touch about it which brings 
the personal interest of the Esso 
dealer right into the home. 


e A map magnifier and holder... 
Here is an item which we developed 
for our client from a standing start 
with the word magnifier. We like to 
think — partly because we created 


we 


this — that it is one of the top items 
in our list of advertising specialties. 
It is most assuredly useful because 
of its magnification qualities and be- 
cause it can be clipped on to a road 
map, holding it open to the area in 
which the motorist is interested. It 
most assuredly has appeal to every- 
one who drives a car and it is my 
firm belief that these are the people 
Esso likes to reach. 

This item costs considerably less 
than a nickel and yet even those 
somewhat associated with this field 
would not necessarily guess the ex- 
act cost. It is well designed and well 
made. The clip is flexible, as it should 
be, and the glass has a protective 
ridge which cuts down considerably 
on scratching. It doesn’t look cheap 
and we think that those who re- 
ceived it by mail were well pleased 
with this specialty, which is a prime 
example of good design, good utility 
value and low cost. 


© A luggage tag . . . This is a good 
application of heat seal plastic ma- 
terial. Everyone can use such an 
item, whether it be for mama’s hat 
box, daddy’s attache case or jun- 
ior’s school bag. This is one of the 
rare items which has universal ap- 
plication and, therefore, just had to 
create goodwill as the family chose 
sides to decide who would get it. 

You might be interested to know 
that in its original concept we asked 
for an Esso Oval, rather automati- 
cally, on the opaque side of this lug- 
gage tag. As soon as we saw the 
sample we knew that this would not 
be quite in order since mama’s hat 
box, daddy’s attache case, etc. are 
not necessarily the property of Esso. 
The point here made is that at times 
we can take our selling message off 
the item itself and still create a 
goodwill image which will be associ- 
ated with the item without further 
identification. 


© A tooth paste key .. . This has 
been put in modern form and mod- 
ern dress after existing for many 
years as a more or less unattractive 
piece of lithographed metal. The re- 
design of this piece was also an ac- 
complishment of our creative and 
production departments, and _ its 
novelty won it an excellent recep- 
tion. It is useful in every home. It is 
as fine as such an item can be in its 
own right. It is well made and it is 
unique enough to become a conver- 
sation piece, in addition to its utility 
value. 


e The Esso football handbook .. . 
This has been produced year after 
year for its program and has be- 
come practically the Bible of the in- 
dustry. Checked, cross-checked and 
rechecked for accuracy, written by 
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Sources of Esso Specialties 


Dog guide book . . Trautman, Bailey & 
Blampey, 13 Laight St., New York 


Easter egg dyes . . Fred Fear Co., Jora- 
lemon St., Brooklyn 


Twistems . . 45 W. 45th St 


New York 


Hewig Co. 


Magnifying Glass . . Robco Plastics, 
12-22 30th Av., Long Island City, N.Y. 


Luggage tag . . Prodoplast Corp., 26 E. 
23d St., New York 


Toothpaste key . . Robco Plastics 


Football handbook . . Pearson Advertis- 
ing, 250 Park Av., New York & Pub- 
lishers Prtg. Corp., 36th St & 47th 
Av., Long Island City, N. Y. 


Picture hangers . . Evergrip Products 
Inc., 265 Canal St., New York 


Thumbtacks . . American Tack Co., 175 
Fifth Av., New York 


Key markers . . Transparent Products, 
384 E. 24th St., New York 


Sponge . . American Sponge & Chamois 
Co., 47-00 34th St., L.I. City, N.Y. 


a top sports by-liner of the New 
York Times, this football handbook 
leads all other items every year in 
the number of extras which the 
dealers purchase to give out by hand 
as a supplement to the direct mail 
distribution. It fulfills every require- 
ment of being useful, and being in- 
expensive, and being top quality in 
its class, and having appeal for al- 
most every home into which it goes. 
And, as a bonus, has a built-in life 
expectancy of at least the three 
months of the football season. 


© Picture hangers . . . These repre- 
sent a slightly different application 
of our usual tests — different in that 
this is a common everyday kind of 
piece and yet, like shoe laces, not 
often available when you really need 
it. 

Most of us, I imagine, have the 
same amount of procrastination 
about stocking up on the various 
gadgets which can be used around 
the house. Many times I have wanted 
to hang a picture and found no pic- 
ture hangers. Here, then, is a useful 
item which will find its way into the 
kitchen cabinet or the tool drawer 
and be a reminder of Esso perhaps 
six months from now, when the 
need for a picture hanger arises. 
Here, too, is an inexpensive item 
which meets the most rigid require- 
ments of an advertising specialty. 


e A package of thumbtacks. This 
requires no explanation whatsoever. 
Everybody uses them; almost every- 
body is short of them when most 
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needed. Their quality is beyond 
question and the price is right. This 
is an everyday item turned into an 
advertising specialty by its applica- 
tion and by the ingenuity of the 
copy writers. A mailing piece which 
accompanied these thumbtacks had 
a most natural tie-in of “Save time 
and trouble” by having your battery 
checked on your car and “Save time 
and trouble” at home with thumb- 
tacks which do so many time-saving 
chores. 


© A set of key markers . . . This 
identifies the various keys we carry 
about in a rather novel way. This 
piece, incidentally, represents a tri- 
umph for our production depart- 
ment, for the early samples had a 
life span of about three days in the 
normal person’s pocket. 

Through the efforts of our pro- 
duction department, the manufac- 
turer was shown how a plastic lam- 
ination could be applied over this 
key marker, extending its life to 
over three or four months. Here it is, 
inexpensive, appealing, useful and of 
good quality. 


Trial Balloon 
Wins Hearings 


Creative Promotions, sales pro- 
motion agency, New York, has 
taken to heart statements by speak- 
ers at the SPEA convention that 
sales promotion techniques are too 
infrequently used to sell sales pro- 
motion. 

The agency delivered by messen- 
ger an unusual merchandising 
piece to 125 national advertisers in 
the New York metropolitan area, 
at the rate of ten a day. The piece 

is a hat box, 
and when the 
cover is re- 
moved a_ heli- 
um-filled bal- 
loon in the box 
rises two feet 
off the desk and 
announces “This 
is a Trial Bal- 
loon” sent to 
discover if the 
prospect “is so 
weighed down 
with details” 
that he needs the services of “CP 
Originals, New York.” The label 
on the hat box carries the addres- 
see’s name and the notation that 
this is “Personal.” 

Anchoring the balloon to the box 
base is a printed hand which tells 
the reader what the sales promo- 
tion agency is, and how it is geared 
to serve the sales promotion man- 


© A compressed sponge . .. This is 
not necessarily a new idea, but it 
lent itself admirably to our mailing 
campaigns. As you can imagine, it 
fits beautifully into an envelope. It 
has useful application in every home 
that it reaches. It is inexpensive. It is 
of satisfactory quality and, depend- 
ing upon use, it has a life expectancy 
of many weeks to many months. As 
our creative department blurbed on 
the accompanying mailing piece, it is 
a “swell feeling to know your motor 
is running right and this little sponge 
will swell also”. 


> We believe that we have applied 
the correct tests to each of these 
gifts in turn. We believe that they 
help to move many gallons of gaso- 
line, many sets of tires, many quarts 
of oil. 

But, most important, we believe 
that the proper selection and dis- 
tribution of advertising specialties is 
one of the surest ways there is to 
establish a friendly and personal 
feeling between the advertiser and 
the consumer whose favors we so- 
licit. 44 


ager. Tipped to the back of the box 
by a gold seal is a printed post card 
carrying a three-cent commemora- 
tive stamp. When the card is turned 
over, the prospect discovers he can 
check off whether he would like a 
CP representative to see him, or 
whether “the whole idea leaves me 
deflated.” 

Since helium will seep through 
the pores of a 10” balloon in ten 
hours, phone calls had to be made 
to the prospect’s secretary the pre- 
vious afternoon to make certain 
the prospect would be in the next 
morning to receive the balloon be- 
fore deflation. 

The creator, Mort Elliott, presi- 
dent of CP, and vice president of 
the Sales Promotion Executives 
Assn., New York chapter, is await- 
ing results. 44 


Compass and Key Chain 
Make Specialty Combo 


While it may be hard to find 
something new in a specialty, a 
good specialty is often discovered 
in the combination of two or more 
items that make a beautiful blend. 

Such a combination can be seen 
in a compass key chain introduced 
by the Oscar Scheldrup Co., Chi- 
cago, for use by automobile dealers, 
moving and van lines, savings and 
loan companies. The item provides 
plenty of space for imprint and, in 





looking 
fora 
good 
coated 


utility sheet? TRY ALLIED’S NEW 
EXCELGLOSS OFFSET ENAMEL 


built-in runability at a moderate price 


Here’s a new sheet that’s really worth trying...and 
once you do, you'll find that EXCELGLOSS is ideal 
for all types of jobs which call for quality in a mod- 
erately priced coated sheet. 

But most important, EXCELGLOSS runs well. 
Its special fibre structure assures you of that extra 
advantage all Allied grades have—proven runability! 
Use EXCELGLOSS on one of your jobs... you'll 
like the results! 


ALLIED PAPER CORPORATION 





the 

Allied 

coated paper 
line 


For Offset: 

Cellugloss Offset Enamel 
Cellufold Offset Enamel 
Imperial Offset Enamel 
Excelgloss Offset Enamel 
Velour Offset Enamel 
Comet Colored Enamel 
Cellufold Litho C1S 
Cellugloss Litho C1S 
Monarch Litho C1S 
Imperial Litho C1S 
Excelith C1S 


For Letterpress: 
Celluprint Enamel 
Imperial Enamel 
Excelprint Enamel 
Velour Enamel 

Comet Colored Enamel 


Photograph courtesy of Arthur C. Allen, AGS & R Studio, Chicago 


Printers know...Allied’s built-in runability pays 
dividends by saving valuable production time 


One way to avoid running problems...to get those rush jobs off the press 
on schedule...to save time and money...is to print your work on stock that 
is made to run well. In Allied’s Coated Papers you get this advantage... 
this built-in runability which means less waste and less downtime. 

Contact your merchant for samples of the Allied Coated Paper line. 
You'll see that every sheet has the quality in appearance and finish you want 
...and once you’ve used them, you'll know they run better! 


ALLIED PAPER CORPORATION 
Kalamazoo, Michigan 


lithographed on Allied Excelgloss Offset, 100 Ib. 





addition, has a mirror back which 
gives it feminine appeal. 

Prices range from 44¢ each in 
minimum orders of 50 to 39¢ each 
for 1,000 lot orders. These prices in- 
clude one-color imprinting. For an 
additional charge of 1¢ each net, 
half of the total quantity order can 
have the back printed “his” and the 
balance “hers.” 

Additional information 
able. 


- for more details circle 819, page 115 


is avail- 


Sales Order Case 
Shows VP Styling 


A sales order case with distinc- 
tive executive styling has been 
added to the Plasticraft line. 

The case, of leather-look Plasti- 
craft, measures 12x10” when closed. 
It has a pocket on the right side for 
an order blank pad, and a pocket on 
the left for a sales catalog. A “Sta- 
Dri” zippered compartment on the 
outside back can hold signed orders 
and other papers. It can be per- 
sonalized with the salesman’s name 
with a Goldmark signature leaf. 

The order case is available in tan, 
Spanish crush or brown burnished 
calf finish. Prices are listed at $2.25 
each for a minimum order of 25 
cases down to $1.65 each for 1,000. 

- for more details circle 820, page 115 


Credit Card Organizer 
Offers Versatility Plus 


If a bulky wallet or jumbled 
purse is a daily problem, you'll find 
worth in the new credit card organ- 
izer introduced by Novel Mfg. Co., 
33 2nd Av., New York 3. 

This displays 24 or more cards, 
passes, licenses, photos, etc., and 
also provides space for bills, time ta- 
bles and letters. A pocket-secretary 
section provides a perforated note- 
pad, and another holds a Diners’ or 
other club book. 

The organizer is reported to stay 
slim when packed and is available 
in a choice of black or brown 
morocco-grain Miralon with raised 
gold-plate initials. 


1 meant to warn you—these knives 
are sharp! 





CUAL LAAN MeN HIN aN 


EXCITING LOW PRICES © SUPERB HIGH 


Norther 


QUALITY! 


worry 
Km OF 
" Guaranteed by > 
Good Housekeeping 
as > 


World’s Oldest and 
Largest Manufacturer of 


Dvtaristd 


Electric Blankets 
~Fleating Pads 


Nowhew deluxe FULLY AUTOMATIC ELECTRIC BLANKETS 


Deluxe throughout. Perfect for gift giving . . . 
the finest electric blanket on the market today. 
Made with luxurious, expensive Acrilan. Nylon 
binding guaranteed to outlast the blanket. 


BUDGET Aa 

PRICED \__ 

FULLY 

AUTOMATIC 

ELECTRIC BLANKETS 

Medium and economy grade blankets are 
available where price is important. Washable. 
© Pastel colors in twin and double bed, single 
and dual control models @ Fully guaranteed. 


Northern ELECTRIC SOCKS 


Unique gift for sportsmen or sufferers from 
cold feet. Ideal for hunters, skiers, ice fisher- 
men, football, hockey fans, and others ex- 
posed to cold weather. Fully guaranteed. 


Exclusive sanifresh BACTERIA RESISTANT 
bindings ¢ Washable e Choice of 6 pastel 
colors @¢ Twin and double bed, single and 
dual control models « Fully guaranteed. 


—— m2 
% x 


Northern DELUXE or 

BUDGET-PRICED HEATING PADS 
Finest selection of pads in Northern's 47 year 
history. 100% WETPROOF. Exclusive sani- 
fresh covers resist germs, odors, bacteria. 
Wide range of styles. Colorfully gift pack- 
aged e Fully guaranteed. 


Northern FULLY AUTOMATIC 
ELECTRIC BED COVERINGS 


Portable—for home or travel. Operates 
exactly like an electric blanket. Washable. 
Lightweight, easy to carry in colorful zippered 
travel bag. Single and double bed models. 
e Fully guaranteed. 


Northern Electric Company 
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how to use 


a Contest 


to measure 


an Audience 


There's more than one way to measure the 
size of an audience, but there are few that 
have aroused as much interest as this. 


By Allen Sommers 


One morning in November, Ed 
Harvey, smooth voiced morning 
personality on Station WCAU, 
Philadelphia, announced to his size- 
able audience that he was planning a 
balloon flight, to take off early on 
Saturday, November 21, weather 
permitting. 

He invited his listeners to guess 
where he would land. In exchange, 
the station was offering free week- 
ends in Pittsburgh and two tickets 
to a professional football game. The 
first prize winner also won 
a free weekend at the LaConcha 
Hotel in Atlantic City. 


> The promotion, carefully planned 
with the assistance (and equip- 
ment) of the Balloon Club of 
America and pilot Francis Shields, 
basically was a plan to get write-ins 
for the program. This was another 
way for the station’s sales depart- 
ment to show prospective and cur- 
rent advertisers the type and size 
of Ed’s audience. 


Promotion Folder . . 


Up in the Air. . 


& if ps aes 
i ‘ ‘ e ; 
inde Sar a aaa swe 


WCAU announcer Ed Harvey (left) and 


pilot Francis Shields don’t know their landing place, but many 


guessed. 


That afternoon the first cards and 
letters began coming in. Each day 
the mail swelled. At the end of the 
announcement period of two weeks, 
Ed had received more than 5,000 
guesses. Each letter was read and 
listed to await completion of the 
flight. 


> At 9 am., when Ed Harvey and 
his family arrived at the Valley 
Forge Airport, some 250 persons 
were on hand in spite of the biting 
wind and the cold. 

To keep the crowd under control, 
the station distributed balloons to 
the children. With pilot Shields ex- 
pertly handling the balloon, the two 
men took off to the sound of cheers. 

Meanwhile, anxious to keep close 
tabs on the flight, WCAU asked 
listeners every few minutes to re- 
port sightings of the balloon. Per- 
sonalities Doug Arthur and John 
Trent followed his flight via calls 
from listeners, reporting new sight- 
ings as they came in. This was a 
follow-up to pre-flight broadcasts 
made by remote control from the 


« This accordion-fold mailing piece, which opened to 28x10”, 


and folded to 4”, told the story of the flight, using pictures and three colors. 


108 + GR - August 1960 


airport by newscaster Mike Stanley 
and Mr. Harvey. 


> Even the Sports Car Club of 
America got into the act, by spon- 
soring a sports car rally at the air- 
port with WCAU’s blessings. In 
fact, the club offered prizes to the 
first three cars to reach the balloon 
after landing. Prizes were a Philco 
transistor radio, Wearever cooking 
ware, and a woolen blanket. 

Following an uneventful (but in- 
teresting for Mr. Harvey) trip at 
2,000 feet, the balloon touched down 
at 11 a.m. two miles east of Hope, 
N.J. Mrs. Harvey and the three 
little Harveys (Susan, 13, Barbara, 
11, and Jimmy, 8) were in the sec- 
ond car to arrive at the scene, hav- 
ing followed the balloon by winding 
roads through woods and over 
fields. 

Many of those who wrote in with 
predictions tried to be funny. One 
(who didn’t win a prize) wrote, 
“Your balloon will come down sud- 
denly at the same spot you take 
off from!” signed The Rifleman. 


> For radio personality Harvey, do- 
ing the unusual to draw mail is 
nothing new. On Friday, Sept. 18, 
at midnight he teed off on the Presi- 
dential Golf Course, (across City 
Line from the WCAU studios), and 
shot a midnight golf game. Phos- 
phorescent golf balls and three 
caddies enabled Ed to navigate the 
darkened fairways. A pro was along 
to help, just in case. (Ed actually 
shoots in the low 80s). 

The idea for this gimmick pro- 





(xc) KITCHEN TOOLS 
ARE SELLING TOOLS! 


Fry yt 


You can stimulate all levels of 
distribution by providing them with 
an EKCO “SALES TOOL” 
Premium Program. 


PERFECT IN-PACKAGE OR 
m ON-PACKAGE PREMIUM! 


Busta), 
om 3494: 


The Handiest and Most Useful Kitchen Gadget Ever Made! 


© New Slip-Pruf handle! 


Pe eh sal sy: 
FAMOUS 
CONSUMER 
APPROVED 
PREMIUM 


¢ Peels paper-thin without waste! 


Ce el al Matai A tO ate a ak 
safely! 


© Floating, tempered steel blade! 


e Slices, shreds, pares, up or down! 


® Cuts right or left-handed! 


it always pays to see EKCO 
before you select your next premium 


To increase your sales and distribution, you 
should consider an EKCO “Proven Premium 
Promotion”. Whatever your needs .. . self- 
liquidators, on-packs, in-packs, save-a-tape, 
traffic stimulators or dealer loaders, EKCO 
has the right premium . .. more than 2000 of 
the most widely known and accepted premi- 


EKCO) ee 


EKCO PRODUCTS COMPANY 
Premium & Specialty Sales Division, Chicago 39, Ill. 
In Canada—Ekco Products Company (Canada), Ltd. 

376 Birchmount Road, Toronto, Ontario, Canada 
MEXICO—Ekco S.A. Calzada de San Martin #31, 

Atzcapotzalco, Mexico D.F., Mexico 


ums in the world, priced from 4c to $89.95. 
No matter what your merchandising needs, 
Ekco has the answer in a parallel case his- 
tory. There is no obligation, so do not hesi- 
tate to write or phone for information and 
your Free Sample Peeler. 


EKCO PRODUCTS COMPANY 

PREMIUM SALES MANAGER, DEPT. AR-860 

1949 North Cicero Avenue 

Chicago 339, Illinois 

Gentlemen: 

Please send me free sample of peeler premium for a—________ 
‘ i (type of promotion) 

I estimate my premium needs at 


This request places me under no obligation. (quantity) 


BI i icsisecipvennieisipueitiicsienaaliig cs e Title. 


I cn ecsicictirnentinnessicntbicipiitnipnaccamieddaagad takai ee ee eae 
POD cricccstensieaenerecasineeasaninih ligated eta 


City. State. 





CHILD 
APPEAL 


BALLOONS GET RESULTS 


Your imprinted message stands out 
alone—without competition. Chil- 
dren share love for balloons with 
Porents—they buy from you! 


FOR ANY PROGRAM OR PRODUCT 


Special Sale or Promotion—or con- 
tinuing Ad or Good Will Program— 
Tuf-Tex balloons are in a class alone 

- regardiess of your product or 
service. 


TRULY INEXPENSIVE! 


Low first cost (as little as 1'/,¢ ea.) 
—economical to distribute. USE TUF- 
TEX BALLOONS REGULARLY. 


Phone or write 
for samples and 


modest prices 


The Maple City Rubber Co 


56 NEWTON STREET, NORWALK,OHIO 


TS 


| ee wth cape 
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NOW 


GOODWILL 
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WRITE TODAY! 
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(3B) ORCHAWAII SALES DIV. 
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ee 


OF HAWAII, INC 


EVENTH AVENUE, NEW YORK N 


WEST WASHINGTON STREET La 
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| Ready to Go. . 


| course, 
| mention of this problem on the air 


| folder, 


| burgh, 


weekend 


. Members of the Bal- 
loon Club of America give a hand as 
announcer and pilot take off in the 
early morning. 


Ed arrives for work at 5:30 am. 
By the time he gets out onto a 
it’s generally crowded. A 


brought the station’s sales and pro- 
motion department to their feet. 


The midnight golf game followed 


and 100 fans followed him 


| around the course. 


> The tremendous success of the 
balloon flight mail pull caused 
WCAU to do a bit of crowing. The 
station printed a 4x10%” accordion 
offset on chrome coated 
white sulfate board entitled “The 


| Saga of Ed Harvey.” The brochure 
| was illustrated with photographs. 


Winner of the weekend in Pitts- 
a pair of tickets to the 
Eagles-Steelers game and a free 
in Atlantic City was 
Thomas McDonald, Haverford, Pa., 


| who was about five miles off, hav- 
| ing predicted he would land on the 
| Pennsylvania side of the Delaware 
| River. 44 


| Clipboard-Kit Placed 


On Market for Sales Use 


A clipboard-kit, 
materials, 


made of vinyl 
is being sold by the 


| American Thermoplastic Co. 


The product has applications as a 
salesmen’s tool, for executive meet- 
ings, plant records, payroll data, 


| house orders and trade show litera- 


ture. The company also suggests 
that it can be used as a premium. 

The kit can be imprinted and has 
such features as side pockets for 


| holding papers, a flexible backbone 


and a bottom flap for carrying addi- 


| tional data. It is made to serve the 


812x11” legal size. The kit is priced 


at 98¢ in quantities of 500 or more. 

Literature on the clipboard-kit 
and other products of the company 
are available. 


. for more details circle 821, page 115 


Minox Camera Brochure 
Shows Use As Incentive 


Application of the miniature 
Minox camera in employe incen- 
tive and recognition programs is 
described in an illustrated brochure 
from the Kling Photo Corp., New 
York, distributors of the West Ger- 
man import. 

The brochure covers such topics 
as starting an employe recognition 
program, selecting appropriate 
awards, business public relations, 
and acknowledging the key execu- 
tive’s contribution. 

The tiny, palm-size camera is 
illustrated throughout the booklet. 
Specifications of the Minox are de- 
tailed on the back of the brochure. 
Prices range from $139.50 for an 
economy model without the built- 
in exposure meter to $299 for a 
gold-plated, executive model with 
an alligator case. 

- for more details circle 822, page 115 


Razor Blade Customers 
Get Choice of Premiums 


Springtime releases brought news 
of two different razor blade manu- 
facturers offering premiums with 
their product, both centered around 
sports. 


Gem Blades 
And Golf 


A guide for golfers 
is pre-packed with 
a dispenser of 10 
Gem single-edge blades, at the reg- 
ular retail price of 59¢. 

Prepared by the nation’s top pro- 
fessional golfers, “Play It Pro” is a 
68-page illustrated book filled with 
tips on improving the reader’s golf 
game. The consumer offer was pro- 
moted on Gem’s national tv show, 
“World Championship Golf,” carried 
for a full hour every Sunday over 
the NBC-TV network. 

Twelve Gem Blade golf book con- 
sumer offers are packed in an at- 
tractive self-shipping counter dis- 
player for placement in high traffic 
locations. Each offer is pre-punched 
and price-marked for self-service 
selling from peg boards or blade 
racks. 


Pal Razor Blades Pal Injector Blades 

For Fishermen offered consumers 

a choice of fishing 

lures or fish hook guards with each 

dispenser pack of 20 blades at the 
regular retail price of 79¢. 

Each consumer offer is blister- 





Gem Blade Offer . . . Free consumer 
offer included golfing guide booklet 
packed with Gem Blades at regular price. 


packed on a_pre-punched, pre- 
priced display card which is pilfer 
proof and ready for peg board or 
razor blade rack sales. The display 
unit holds a total of 12 offers. 44 


Promotional Calculators 
Shown in New Catalog 


A line of calculators, dials and 
slide charts, designed for various 
sales and promotional needs is 
shown in a catalog released by Na- 
tional Dealer’s Service, New York. 

Designed for use as_ specialty 
giveaways, the calculators, etc., are 
applicable as direct mail inserts, 
salesmen’s business cards, inquiry 
pullers, door-openers, convention 
gifts plus many other promotional 
uses. 

The catalog also includes specific 
ordering information for custom- 
formats on these stock items, plus 
information on the company’s line 
of greeting card calculators. 

- for more details circle 823, page 115 


Educational Premium 
Has Comic Book Format 


Education via the comics is avail- 
able in a line of informative comic 
books published by Gilberton Co., 
publishers of famous Classics Illus- 
trated. 

Available for premium use at a 
large-quantity price of 12%¢ each, 
the books are on a variety of sub- 
jects including: 
® Dogs 

Boating 

Railroads 

Scientists 

Communications 

Flight and Space. 

Complete information can be ob- 
tained from Gilberton Co., Premium 
Dept., 101 Fifth Av., New York 3. 44 





this booklet introduces 
a new concept in 
merchandising! 


Poets) head 

Piel ei full 

Pe 
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te 


how to pack merchandising punch 
in natco specialty bags 


no merchandiser should be without a copy! write for yours. 
crammed with fresh ideas that spark new thinking, this free 
booklet spotlights new angles on specialty bags as packages, 
premiums, product displays, dealer gifts, good will giveaways, 
incentives...your name, of course, reproduced anyway you wish! 


at surprisingly low cost, natco bags are fabricated for you in 
almost any size, shape or color — in your choice of fabric. 


quality? so high that natco supplies overnight bags to the air- 
lines of the world! 


for your copy, clip this coupon to your letterhead! 


natco products corporation 


1402 post road, warwick, rhode island 


gentlemen: rush me a copy of natco’s free booklet of proven 
sales promotion/merchandising ideas by return mail. 


name 
firm name 


street address 
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Art & Photography 


Corona Color Studios 
Mack, Douglas 

Major Ph oto Co. 

Multi-Ad Services 

Quant ty Photo Co. 
Sander Wood Engraving Co 
Volk, Jr., Harry, Art Stud 


Art Supplies 


Bienfang Paper Co. Inc. 
Craftint Mtg Co 


Cc 
Crescent Cardboard Co 


Shiva Artists Colors 
Balloons 


Maple City Rubber Co 
Pioneer Rubber Co 


Banners, Pennants 

Pratt Poster Co. 

Binders, Catalog Covers 
Slide-Lok Binder Co 


Books 


Watson Guptill 


Publications 
Inc 


Control Planning Aids 


Graphic Systems 


Copyfitting Aids 
Haberule Co 
Decals 


Meyercord Co. 

Multi-Color Process Co 
Palm Bros. Decalcomania Co 
Screen Process Printing Co. 


Direct Advertising 


Brodie Advertising Service. 32 
Letter Shop Inc 34 
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McGraw-Hil 


Div. 


Direct Mail 


Display Materials 


du Pont de Nemours, E. |. 
& Co. 39 
Kleen Stik Producis Inc. as 


Display Motors 


Hankscraft Co. . 46 
Merkle-Korff Gear Co. 114 
Triangle Mfg. Co. 64 
Vue-More Corp. ... 44 


Displays, Window & Store 


Enameloid Sign & Display Co. 84 
Geeco Inc. 5 43 
Hankscraft Co. 46 
Indiana Wire & Specialty 
Co. Inc. 20 
Johnstens & Assoc. 45 
Kirby-Cogeshall-Steinau Co. 99 
Ullman Gravure Inc. Back Cover 


Displays, Wire 


Indiana Wire 
Co. Inc. 


& Specialty 


Duplicate Plates 


Progress-Hanson-Progressive 
Group . 


Envelopes 


Du-Plex Onvelope Corp. 32 
Tension Envelope Corp. 13 
United States Envelope Co. 30 


Exhibit Moving 


Aerc Mayflower Transit Co. 
Inc, 7 


Fluorescent Inks & 
Materials 


Radiant Color Co. 
Gravure Services 


Acme Gravure Services Inc. 90 


Collins, Miller & Hutch ngs, 
Inc. 65 


Imprinting 
Sersen's Imprint ng 
Inks, Screen Process 
Radiant Color Co 


Labels & Tags 


Ever Ready Labe! Co 
Kleen-Stik Products Inc 


Letterheads 
Idea Art 


Lettershops 


Brodie Advertising Service . 32 
Letter Shop Inc. 34 


Mailing Equipment 


Elliott Addressing Machine 
ee 35 


Mailing Lists 

McGraw-Hill Direct Mail Div. 4 
Manikins, Rental 

Madisonia Manikins Inc. 114 
Motion Picture Services 


Colburn 
MP.-TV 


John 


Services 


Assoc. Inc. 81 


Office Equipment & 
Supplies 


Friden Inc. 
Packaging Materials 


Jackmeyer Corp. 


Paper Chemicals 
American Cyanamid Co. .... 71 
Papers, Printing 


Allied Paper Corp. ........105-106 
Appleton Coated Paper Co. 33 
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Hammermill Paper Co. ........ 
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Papers, Specialty 


Allied Paper Corp. ........105-106 
Appleton Coated Paper Co. 33 
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Northwest Paper Co. .... 17-18 
Paterson Parchment PaperCo. 2 
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Photo Lettering & 
Typesetting 


Flexo-lettering Co. Inc. 114 
Warwick Typographers Inc. 51 


Photo Prints, Quantity 


Major Photo Co. 
Quantity Photo Co. 


Photoengraving & 
Platemaking 


Collins, Miller & Hutchings 
Inc. 65 
Lake Shore Electrotype Div. 9% 
Partridge & Anderson Co. .... 59 
Progress-Hanson-Progressive 


OUD | os Leica 


Photographic Equipment 
& Materials 


Art-O-Graph Inc. 





Adwertisers 


du Pont de Nemours, E l. 


& Co. ode 39 
Postcards, Color 


Corona Color Studios 
Crocker, H. S., Co. Inc. .. 


Premiums & Specialties 


Ekco Products Co. 
Gries Reproducer Corp. 
Henschel Mfg. Co. 
Houze Glass Corp. 
Maple City Rubber Co. 
Natco Products Corp. 
Northern Electric Co. 
Orchids of Hawaii Inc. 
Pioneer Rubber Co. 
Prentice-Hall Inc. 


Presentation Materials 


du Pont de Nemours, E 
& Co. 


Polo Plastics Co. 
Printing 


Crocker, H. S., Co. Ine. 34 
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Acme Gravure Services Inc. 90 
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Allied Paper Corp. 105-106 
American Cyanamid Co. .... 71 
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Appleton Coated Paper Co. 33 
Art-O-Graph Inc. ................ 94 
Bienfang Paper Co. Inc. ....114 
Brodie Advertising Service .. 32 
Bundscho, J. M., Inc. .......... 46 
Colburn, John, Assoc. Inc..... 81 


Collins, Miller & Hutchings 
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Corona Color Studios . 114 
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Ekco Products Co. 109 
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Ever Ready Label Co. ....... 8 


Crocker 


Graphic Enterprises of Mil- 
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Projectors 
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Fasson Products 
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Multi-Color Process Co 
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Shipping Services 
United Air Lines 
Sign Materials 
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Materials 


Enameloid Sign & Display Co. 

Fasson Products .........-..------ 40 
Geeco Inc. sce aa 
Meyercord Co. ppaecth 21 
Palm Bros. Decalcomania Co. 88 
Plasti-Line inc. 11.2 46 
Pratt: Poster Co. cw 48 
Ullman Gravure Inc. Back Cover 


Signs, Plastic 


Plasti-Line Inc. 


Stock Art 


Multi-Ad Services .... 88 
Volk, Jr. Harry, Art Studio 51 


Stock Photos 


Mack, Douglas ; cine ae 
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Frofewredl Sourert for 


Services and Supplies 


COLOR PRINTING 


BRILLIANT/ (> ACCURATE/ LOW IN COST/ 
si “ing e GOM CON te 
press printing ot tL 
runs of 100 to 10,000. Reproduced 
from Ektachrome or art copy. All 


color proofed, DELIVERY in 2-3 
Genre. Free samples. 


Droge eisai eer 


LOOSELEAF BINDERS 


NEW SLIDE-LOK LOOSELEAF CATA- 
LOG COVER; NO PINS, NO RINGS. 
Sheets slide in, slide out for easy load- 
ing or changing. Replaces tang binder, 
takes all 8% x 11 punches; 13 colors or 
tailor made. At your stationers or write 
for free sample. SLIDE-LOK BINDER, 
E718 First Bank Bldg., St. Paul 1, Minn. 


EASY WAY 
TO STAY 
ON THE BALL 


Dozens of readers, and advertising 
agency executives in particular, have 
written us to the effect that Adver- 
tising Requirements is one book 
that enables them to stay on the 
ball. The president of one New 
York Agency, for example, says 
“Advertising Requirements is help- 
ing me to keep my staff up to date. 
I am requesting that all creative 
and production personnel read it 
thoroughly.” If you have any 
we suggest you enter your own 
doubts about seeing every issue, 


personal subscription at once. 
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MANIKINS 


Available 


on a modest rental 
basis, to lend dis- 
tinction to your 
trade show exhibits 
and special promo- 
tions. We manikins 
work 24 hours a 
day without tiring. 
Complete selection 
of ladies’ men’s and 
children’s figures. 


MADISONIA MANIKINS, INC. 
New York: 152 W. 25 St., CHelsea 3-1550 
Chicago: I! So. Desplaines DEarborn 2-6818 


LETTERING 


L~ ORDER BY NAME 
TT 9 2 FROM SPECIMEN BOOK 


Tima SENT ON RECEIPT OF 25¢ 


Library eo oh va 
G/T) [aA 
tt eared 


SOUND EFFECTS 


Hi-Fi SOUND EFFECTS 


Newest Sound: Airplanes, DC8, Electra Prop- 
Jet, Boeing 707, Air Force F-104 Starfighter, 
Regulus |, Missile Launching, Carrier Sounds. 
Also Autos, Music, Trains, Household and Industry. More 
than 13 classifications; over 1500 real-life sound effects. 
See your dealer or send 25¢ for 2 catalogs containing 
more than 250 record listings. MP-TV SERVICES 


Kis Lo ame Ds 
New York 17 
PL 3-4943 


7000-L Santa Monica Bivd., Hollywood, Calif. 
iia ieesietieieeateeeenenbenntiameeremnatmendtanieeeiaeeemeiemmeeteneteee ee 


COLOR POST CARDS 


NATURAL COLOR +09 /)/ 
POSTCARDS as 


JUMBO—RETURN REPLY—ACCORDION CARDS 
CATALOGUE SHEETS—8'2 x 11 
25¢ ea. in 1M quantity 
COLOR PRINTS—DYE TRANSFER—TYPE € 
Write for Price List.and Somples 


CORONA COLOR STUDIOS 


ART SUPPLIES 


DALTON 
‘“*“admaster"’ 


100% reg leyeut end visvolizing ped. 





Better 
Mousetraps 
Need 


‘Sell’ 


They used to say, “build a 
better mousetrap and _ the 
world will beat a path to 
your door.” 


This may well be so—but 
something’s missing. The 
world has to know about 
your better mousetrap, or 
your audio-visual aids, or 
your new paper or the thou- 
sands of products and serv- 
ices needed to put life in 
advertising, promotion and 
merchandising. In short, you 
need a showcase. 


If you have a product or 
service which today’s buyers 
and specifiers in promotion, 
production and merchandis- 
ing should be using, the 
place to show it to them is 
Advertising Requirements. 


With an editorial format tai- 
lored to their daily profes- 
sional needs and _ interests, 
AR is read and responded to 
by thousands of executives 
whose purchases create a $3 
billion market annually. 


Use the 
AR showcase 
for 
Advertising 
Results 





801/Circle on Readers’ Service Card 
Exhibit Calendar 

. « « GRS&W releases an exhibit calendar 
which lists conventions three months in ad- 
‘vance. (Page 101) 


802/Circle on Readers’ Service Card 
Screen Process 

. » - Advance Process Supply Co., Chicago, 
is offering a catalog and a report on im- 
ported equipment for this field. (Page 75) 


803/Circle on Readers’ Service Card 
ROP Color 

. . » is explained in the latest in a series 
prepared and distributed by Chicago's 
Laurence Inc. (Page 75) 


804/Circle on Readers’ Service Card 
Newspaper Inserts 

- « » pre-printed and in full color have a 
new price schedule from Eastern Colortype 
and price list is available. (Page 75) 


8065/Circle on Readers’ Service Card 
Colored Stock Kit 

. showing how colored inks and papers 
can give the illusion of second color in 
printing is offered by Beckett. (Page 78) 


806/Circle on Readers’ Service Card 
Sales Manual 

. . « tips on improving sales manuals are 
contained in a 12-page booklet offered by 
the Heinn Co. (Page 78) 


a Adiwertising 


Hequirements 


ease CLE. 


NEE 


Sani for these free helofdl scliagabels: 


807/Circle on Readers’ Service Card 
Visual Reporting 

. » how best to use visual devices in 
reporting to management is covered in a 
Chartmakers’ booklet. (Page 87) 


808/Circle on Readers’ Service Card 
Antique Types 

. . handled by Typefounders Inc. are 
listed in a folder issued by the Arizona 


con (Page 51) 


809/Circle on Readers’ Service Card 
Just-A-Note Folders 


. Relief Printing Corp. describes its 
Poor Richard folder for a business card 
and a personal note. (Page 34) 


8808 


Please have the following sent me: 


801 802 803 604 805 806 807 
808 809 810 Bil 612 813 814 
815 816 817 818 819 820 821 


810/Circle on Readers’ Service Card 
Crystaletier Folder 

. » « Geodren Products uses a question and 
answer format fo describe its color printed 
mailers on clear plastic stock. (Page 34) 


811/Circle on Readers’ Service Card 
Telephone Subscriber Lists 

. « » The Mail Advertising Corp. of Amer- 
ica offers a booklet describing its mailing 
lists. - (Page 34) 


812/Circle on Readers’ Service Card 
Stoffel Prestige Seals 

. . » information on a custom-designed line 
of 3-D hang-tag seals is available from 
Stoffel Seals Corp. 


TITLE 

COMPANY 
PRODUCTS SOLD 
ADDRESS 


CITY & ZONE 


*Note: inquiries for ttems listed 
not serviced beyond Nov. 15, 1960. 





GS Actve-rtising Cy Ieee ULE: 


Requirements vwe 


*Send for these free helpful selling tools 


$13/Circle on Readers’ Service Card 816/Circle on Readers’ Service Card 

Magnetic Display Holder Business Photography 

.. « Trans-Plastic Inc. offers literature on a . . » @8 conducted by several large cor- 

midget-sized holder for display materials. porations is the subject matter of a bro- 
(Page 46) chure offered by Ansco. (Page 96) 


814/Circle on Readers’ Service Card BA 7/Cucin.on Readers Bertie Gard 
Happy Buck 

... 48 @ tademarked character developed 

for banks and qgiso the subject of a bro- 

chure from Harrison House. (Page 64) 


815/Circle on Readers’ Service Card 818/Circle on Readers’ Service Card 
Letterhead Designs Time Saver 

. «» created by senior students at Brooklyn's . . » Potdevin believes its machines make 
Pratt Institute have been gathered in a posteups easier and quicker and their bro- 
portfolio by Parsons Paper, chure shows how. (Page 96) 


aan ene er Rae eH BeBe MO Kee eee “a8 me. 


BUSINESS REPLY CARD 


First Class Permit No, 95 Chicago. ML 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois $t., 
Chicago 11, Il. 


Please have tlie following sent me: 


801 802 803 804 805 806 807 
808 809 810 811 812 813 814 
815 816 817 818 819 820 821 


ADDRESS 
CITY & ZONE 


*Note: inquiries for items listed 
not serviced beyond Nov. 15, 1960. 
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819/Circle on Readers’ Service Card 

Compass Key Chain 

. . » information on a compass key chain 

with a mirror back for specialty use is 

available from Oscar Scheldrup Co. 
(Page 104) 


820/Circle on Readers’ Service Card 

Executive Order Case 

. . » Peerless Plastics Inc. offers information 

on {ts executive order case for salesmen. 
(Page 107) 


821/Circle on Readers’ Service Card 

Clipboard and Kit 

. . « with many applications for sales pro- 

motional activity is described in literature 

from the American Thermoplastic Co. 
(Page 110) 


822/Circle on Readers’ Service Card 

. » . the uses of this miniature camera 
in employe gift programs are described in 
a brochure from distributors, Kling Photo 
Corp. (Page 110) 


823/Circle on Readers’ Service Card 
Calculator Catalog , 
. » « @ line of ‘calculators, dials and slide 
charts is shown in a catalog from Nationai 
Dealer's Service. (Page 111) 





PLOVER BOND, the visibly better letterhead 
paper, is made for people of good taste. 


PAPER COMPANY, STEVENS POINT, WISCONSIN 


wa 
WHITING- R 
better papers are made with cotton fiber 





THAT PUT + pee INTO YOUR 


ULLMAN GRAVURE 
FULL COLOR 
PLASTIC 
TRANSPARENCIES 


ULLMAN TRANSPARENCIES give your 
advertisement a brilliance not possible in paper 
prints... unobtainable in any other process 
because only ULLMAN builds a light-refract- 
ing surface into each Transparency ... prints 
picture copy on both sides of clear plastic in 
perfect register. 

Your ad gets magnificent color build-up in 
front of the light because there is no printing 
screen to break up the continuous tone picture. 
The advertising message stays bright even 
should the Shadow Box light fail. 

No warp. No wrinkle. ULLMAN TRANS- 
PARENCIES won't fade in front of a light 
source. From 200 pieces to any quantity. Any 
size up to 37” x 49.” 


==. LET US SHOW YOU HOW TO 
2 Light Up Your Promotion Program 
= Write for descriptive literature and 
Light boxes created by Tel-A-Sign, Inc. of Chicago samples of Ullman Transparencies. 


ULLMAN GRAVURE, INC., 
319 McKIBBIN ST., BROOKLYN 6, N. Y. 


A division of The Uliman Company, inc. HYacinth 7-3700 
Established 1888 


FOREMOST PRINTERS IN PHOTOGELATIN AND GRAVURE PROCESSES 
SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 








